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"HALF the FUN 
of 


HAVING FEET” 


Style No. 290 






White Elk Two-Strap Sandal. Pre-Welt. 
Leather Tap Heel. “KIDDIE” Last. “Middy” 
Pattern. 

Infants’ and Babies’ sizes, C and D Widths: 

61/. to 8 and 2 to 6. 


Jhis Season, 
This season there will be the inevitable 





Style No. 3792 demand for “RED GOOSE” Shoes. Alert 
merchants will prepare their stocks to meet 

Ze! este, Side eae Ment, senda, this’ demand. 
heel, “BETH” Last “Steert Set" Patten. The good-will that ALL-LEATHER con- 


Senior Misses’ sizes AAK to B: 32 07. struction has brought to “RED GOOSE” 
heel. AA to G 13 to 3. Shoes provides a “head start” for the 


Child’ sizes on “HOPE” Last. Leather S: 
heel. B to D: 84 to 11%. — dealer who features them. 
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VOICE of the TRADE 


THE Fall season opens August 15 
and gives an opportunity for an 
advance fashion season, with a 
later regular Fall season, October 1, 
with a real Winter season begin- 
ning December 1. And to follow 
the calendar around, the early 
Spring season opens February 1 
and the Easter season approximate- 
ly March 15, because Easter comes 
April 17. 








Few shoe men can remember 
a dark shoe Spring season so for- 
tuitously shoe inclined as the one 
we have just finished. There have 
been at least four definite Spring 
waves of fashion, all in dark shoes 
—with whites yet to come. The 
shoe industry has indeed been high- 
ly favored by a shoe-wearing Win- 
ter, a shoe-fashion Spring and the 
opportunity of a shoe-expression 


Summer. 
* * * 


SUMMER suedes, typical Sum- 
mer weights and colors, will ac- 
count for much of the smart 
medium-priced volume shoe selling 
for that very early Fall season 
which starts along in June and 
continues until the regular Fall 


shoes are shown in August,” be- 
lieves Harry Sobel of the Fern Shoe 
Company in Los Angeles. 

“These shoes are built on highly 
sandalized patterns, perforated and 
with open toes and heels. Black, a 
deep rich brown, many shades in 
the wine family, chaudron and 
navy blue are the favorite colors 
in these kid suedes. These shoes 
are the answer to ‘What shall I 
buy for new Summer shoes?’ Af- 
ter the suedes have their run, then 
will come the patent leathers and 


kidskins.” 





HEAY FOOT, STRAW FOOT!” 
Probably the oldest fitting clerk 
never heard tell of the origin of 
that phrase. Back in the days when 
stores carried but few sizes, the 
clerks fitted the brogan types of 
work shoes extra long, if the exact 
size wasn’t in stock and into the 
toes stuffed some straw. And if 
straw wasn’t handy, he stuffed 
some hay. 

So the phrase “Hay foot, straw 
foot” implies that the shoes didn’t 
fit. 
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**(USTOMERS’ likes and dislikes 
are so pronounced that it looks like 
we must take decidedly larger 
mark-ups and more drastic mark- 
downs,” observed E. C. Bragg, shoe 
buyer for The Buffum Store in 
Long Beach, Calif. 

“There is a very good reason 
for this, at least it exists in our 
store. Shoes built for our better 
trade which retail from $12.50 and 
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up are salable only to that trade. 
Our customers who pay $6.00 and 
$8.50 for their shoes are not inter- 
ested in mark-downs from the top 
lines. In other words, a customer 
wants new shoes at regular prices. 
She is not interested in close-outs, 
even if they are in her price field. 
Our best method is to put on in- 
teresting P.M.’s as long as there is 
a reasonable chance to sell them. 
Then, to sell the odd lots to our 
basement buyer, so that he can put 
them in his $1.95 specials. The 
shoes go out fast at this price. No 
one can buy so there will be no 
odd lots or short lines left over. 
So, if the shoes cannot be sold at 
an ordinary mark-down, then they 
must be sold at a real loss. It is 
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much better for us to do this right 
in our own store than to sell these 
shoes to the job lot people. One 
thing in my favor in thinking this 
way is that I only became a buyer 
eight years ago, just when the de- 
pression hit us. Then we were 
obliged to do many things which 
the old timers would never dream 
of doing in the way of merchandis- 
ing. My method may sound like 
treason to some of the old-timers 
but I know it works well here and 
that my mark-downs are well with- 
in reason.” 
* * * 

WP OLLOCK’S of Asheville, N. C., 
gives us headlines at retail: 

“Toes that are out are definitely 
in! Whoever thought toes would 
poke their way into fashion’s fa- 
vor? Open-toe shoes in all colors 
of leathers and fabrics are here— 
ready to glorify the American 
tootsie.” 

* * * 

**MEN have a new conception of 
clothes. When they did not have 
much money or did not feel like 
spending much on clothes, they 
went quite conservative. Now they 
have gone to the other extreme. 
This will be the wildest season in 
men’s sports wear we have ever 


witnessed. Golds, reds and greens 


Pica 





are being worn now. What gets 
me is what we shoemen will do for 
shoes to go with these vivid colors. 
Men will not come downtown in 
these sports clothes, but we will 
see plenty of them in the Holly- 
wood, Beverley Hills, and “Miracle 
Mile” spots where we have branch 
stores. 

“Playing wild colors in slacks, 
coats, shirts and sweaters with 
practically no size problem is one 
thing. Trying to do this same thing 
in shoes with the size, pattern and 
last questions to be satisfactorily 
settled by each customer is about 
as dangerous a business as one can 


imagine. Men are really buying 
shoes this Spring. Fully two-thirds 
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RIDE A BIKE? 








—Just back from Bermuda. 

That glorious little isle of peace 
and , 

—Where the outside world is just a 
dull rumbling in the distance. 

—Bermudians live and thrive in a 
little world all their own. 

—In a recent edition of the Royal 
Gazette, “Indignant Subscriber" 
writes: 

"Why can't we have some re- 
mission of taxes, especially the 
meanest of all—the extra bicycle 
tax." 

—If a Bermudian had to pay the 
taxes that are imposed upon your 
automobile, and its operation, | 
wonder what he would think. 

—And yet he is worrying about a 
few shillings tax on his bike. 

—Everything is relative in this crazy 
world of ours. 


» ee ig > 


President 





of all our sales checks call for 
more than one pair. Two and three- 
pair sales are regular, while four, 
five, six, seven and even eight pairs 
bought at one sitting are daily oc- 
currences. This multiple buying is 
not so much from the feeling that 
shoes will be higher, as it is that 
the trade is in a buying mood. They 
want plenty of shoes which cost 
them ten dollars and up on their 
trees in their closets,” so says Alex 
Hamilton, of Hamilton’s, Los An- 


geles. 
* * % 


EMPROVED buying power in 
Puerto Rico has resulted in an in- 
crease of 31 per cent in the Island’s 
purchases of leather shoes from 
manufacturers in continental United 
States during the first eight months 
of the current fiscal year, as com- 
pared with a year ago, according 
to the Puerto Rican Trade Council. 

“Sales to the Island during the 
eight months ending with February 
of this year totaled 2,029,000 pairs, 


~ 
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valued at more than $2,000,000,” 
the report states. The Island’s pur- 
chases during the first two months 
of 1937 were 34 per cent higher 
than the same period of last year. 
Puerto Rico obtains practically its 
entire leather shoe requirements 
from manufacturers in the States, 
inasmuch as there is no large scale 
manufacture of shoes on the Island. 
* * * 


DR. LEO FEDER, Los Angeles 
shoe specialist, says: 

“With a background of nearly 
half a century fitting shoes to the 
people, I get more real enjoyment 
out of the business than I ever did 
before. The reason for this, is that 
it is much easier to do the job of 
sending out people with good fit- 
ting shoes than it ever was before. 
Great progress has been made in 
shoe construction and by the last- 
makers. Now we can send out a 
customer with the full knowledge 
that the shoes will do what we ex- 
pect of them, under normal condi- 
tions. The thought given by the 
last-makers to wood that permits 
us to do a real fitting job is most 
gratifying to those of us who are 
honestly attempting to fit shoes 
right.” 








SID WEBER of Janesville, Wis., 
tells the public: 

“It’s started already. And with- 
in a few days ‘twill be on in full 
swing. Complaints on children’s 
shoes—no matter what quality. It 
always starts about this time. Most 
any shoeman will tell you the same. 
Off come the rubbers and away 
they go, these life-loving kids—on 
bike, scooter, wagon, any old 
thing. 

“Watch them when they ‘put on 
the brakes.’ On railroad cars, they 
have steel brake shoes, but not on 
children. It’s sole leather against 
concrete and you know which 
wins.” 

* * * 
‘““N EARLY everyone out on the 
West Coast underestimated the 
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length of time that dark shoes 
would sell in volume, consequently 
stocks of dark shoes are very low. 
This condition also exists in several 
popular shades in the brown fami- 
ly, reports Henry Brachman who 
represents Boyd-Welsh in this sec- 
tion. 

“There was quite a little buying 
of Red Earth with Summer mesh 
inlays and plenty of reorders on 
the whites. Seamless pumps are 
showing great action, especially in 
the colors. Pumps will hold for Fall, 
especially those which have some 
of the new ornamentations at the 
throat. I believe this trend to be 
of major importance. This year 
it seems that the open toe only sold 
in the high or low grade shoes. 
Women buying shoes that retail in 
the middle price level did not want 
the open toes at all.” 


* * * 


a 


Hi, A. SILVERMAN of London 
gives us the best definition of 
money in terms that we can all un- 
derstand, in his book: “The Sub- 
stance of Economics”: 

“Money is a commodity chosen 
by common consent to serve as a 
means of exchange and of full dis- 
charge of obligations. It has been 





defined as ‘that which passes freely — 


from hand to hand in full payment 
for goods, in final discharge of in- 
debtedness, being accepted equally 
without reference to the character 
or credit of the person tendering 
it and without the intention on the 
part of the person receiving it him- 
self to consume or enjoy or other- 
wise use it than by passing it on 
sooner or later in exchange.’ 
(Walker. ) 

“It should be realized that 
money is, in effect, a commodity 
like any other. Though a metallic 
coin is often regarded as different 
from other commodities, it is not 
so in its real nature. A soyereign 
buys a pair of boots. This means 
simply that the value attached to 
the gold in the sovereign is the 


1937 


same as that attached to the pair 
of boots; it would be just as true 
to say that a pair of boots buys 
a sovereign. The value of gold is 
governed in the same way as that 
of boots or anything else, and in 
the long run approximates to its 
cost of production.” 


* * * 


“ET is really remarkable the 
number of all-white shoes that are 
being bought since Easter. The 
white sueded leathers mostly in 
sandals and open toe and _ heel 
pumps have shown good action. 
Then the all-whites in smooth 
leather, the greater part being in 
the walking types, are selling free- 
ly. What makes the business so 
good is that women are buying 
their usual white shoes, plus. The 
current ‘plus’ is the pretty new 
smart crocodiles of red, blue, green, 
brown, white and black made in 
open shank oxford ties. These shoes 
which retail at $16.50 have bags 
to match, at $8.50 and are making 
an interesting added pair promo- 
tion,” so says John Knudsen, as- 
sistant buyer at The May Company 
store in Los Angeles. 
* * * 


J. S. JUSTIN, president of H. J. 
Justin & Sons, remembers birthdays 
and makes a point, whenever any 

















one at the Justin plant at Fort 
Worth, Texas, has a birthday, of 
seeing to it that they rate a rose 
and a “Happy Birthday” placard 
so that one and all can join in and 
sing: “Happy Birthday to You.” 


* * * 


FOR the bovine pelt, tanners pay 
by the pound from ten to twenty 
cents. 

For shoes on the feet, the pave- 
ment pounders pay by the pair 
from $3.00 to $15.00. 

In the shoes, for which the pave- 
ment pounder paid from $3.00 to 
$15.00, is a pound or so of the pelt 
for which the tanner paid from ten 
to twenty cents by the pound. 

On the cost sheet of the manufac- 
turer of shoes are 200 items of ex- 
pense for labor, supplies, etc., and 
on the cost sheet of the tanner who 
tanned the pelt into leather for the 
shoes are a hundred and more items 
of expense. 

So it’s plain that the cost of hides 
for leather is but a part of the cost 
of shoes. Yet it’s an important 
part, for a cost sheet of recent 
preparation, shows that an advance 
of a penny a pound in the price 
of hides causes an increase of 714 
cents in the costs of the leather, 
both sole and upper, for making a 
pair of shoes. 


—Milestones in Footwear Progress 


George Washington Brown creates first man's sandal—1908. 
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Using a center small window between entrance doors, 

Nisley’s in Oak Park, Ill., uses a bright silver background 

and flower arrangement to set off an early Spring promo- 
tion of white shoes and bags. 


FROM a country village to a modern metropolitan 
community doing an annual business of more than 
$25,000.000. From a small shopping center with 
three shoe stores to a thriving metropolitan shopping 
center with 22 stores selling more than $500,000 worth 
of shoes annually. That is the story of the growth of 
the Oak Park shopping district, one of the country’s 
most interesting suburban shopping sections in a met- 
ropolitan area. 

Few suburban shopping districts have had the same 
phenomenal growth as this section, which, in an area 
two hlocks square, houses three complete department 
stores, 15 shoe stores, two men’s furnishing stores, as 
well as women’s wear shops, hat shops, haberdasheries, 
ten-cent and variety stores, food stores, gift shops, in 
fact, practically any and every type of business found 
in the heart of a shopping center in a great city. 

The area known as the Lake-Marion district in Oak 
Park is situated eight miles from the Chicago Loop. 
In less than eight years it has become a shopping center 
for a half million people, drawn chiefly from a sur- 
rounding area, five miles square. In some sections of 
the country this rapid growth would in itself be re- 
markable. But here it has come in spite of the fact 
that the Chicago Loop, with all of its large department 
stores and specialty shops, is less than 40 minutes away. 

Eight years ago there were only a few so-called 
modern buildings, and ten years ago there were none. 
Only three years ago there were still a few buildings 
with wooden steps approaching the store entrances. 
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PICK 
A Growing Community 
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Map showing location of principal streets and some of the 
prominent shoe stores in Oak Park, Illinois. 


Today every store has a modern front and modern 
lighting. There are no brick or frame buildings left, 
all having been replaced by structures of most modern 
design. Wieboldt, The Fair and Field’s branch stores 
have large and complete departments for men’s, wo- 
men’s, and children’s shoes. Benson and Rixon and 
The Hub sell men’s shoes. Nearly all of the chains 
are represented, and there are a number of independent 
stores. The stores average from 40 to 80 chairs and 
several have separate men’s departments. Each of the 
department stores devotes about a quarter of the main 
floor space to shoes. 5 


THE veteran shoe merchant for the area is E. J. 
Fanning, an independent who has been in business a 
short time, as business goes, but a long time for this 
area—ten years. All the business that makes this a 
leading shopping section has come since he first opened 
his store. 
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And Give [It All You’ve Got 


Mr. Fanning, who had been associated for years 
with Foster Shoes in Chicago, early foresaw the ad- 
vantages of the section as a prospering retail com- 
munity. He had recognized, he reports, that as busi- 
ness goes the district was “so bad it couldn’t get any 
worse.” He opened his store in 1927 against the advice 
of many experienced retail merchants, who told him 


PPE oor tre renee eras, Ema 


Marshall Field and Company branch store in Oak Park, 

Tll., uses one of its outside box display windows for this 

arrangement of combinations of accessories including 

scarves, gloves, handkerchiefs, bag and flowers, with show- 
ing of late Spring and early Summer shoes. 


the section was too close to Chicago to ever succeed. 
They told him that a retail store would never get 
enough trade to keep it going, yet at the end of the 
first 30 days the business was on a paying basis and 
has remained so ever since. There were only two shoe 
stores then, one whosé owner deserted to the real estate 
business and another, a shoemaker who had graduated 
into the shoe business, and who has since retired. A 
few food shops, a hardware store, old-fashioned dry 
goods shops, a harness store, and a carpentry shop 
about completed the roster. 

The Hub opened a branch store about a month after 
Mr. Fanning started in business and that was the 
signal for the rapid expansion. After Mr. Fanning 


In SERVICE 


The Oak Park, Illinois, Shopping District 
Grows from Three Shoe Stores to Twenty- 
Two in Less Than Eight Years 


by 
BERNICE STEVENS 


Among the most modern and attractive of the new Oak 
Park shoe stores is this branch of Burt’s Shoe Company, 
opened early this year. 


lad been in business a year and a half eight stocks 
of shoes came in a period of six months. The growth 
was on. 

The year 1929 saw the invasion of the field by two 
more Chicago department stores—the Fair and Mar- 
shall Field and Company. In the same year two of 
the largest buildings which now house many of the 
specialty shops were built, followed by the Benson 
and Rixon building. 

By then there were 10 shoe stores doing a total sales 
volume of $393,478. One store was added in 1933 
and the total sales rose to $463,000, another in 1935 
and the sales totaled $480,000. There is now Youthful 

[TURN TO PAGE 39, PLEASE] 















THE Spring meeting of the Tanners’ Council of Amer- 
* ica at White Sulphur Springs, May 3-4, reflected the 
confidence of tanners in the leather outlook as well as 
the industry's price structure. It was the censensus 
among tanners attending the meeting that the basic 
strength in hides and skins has been demonstrated by 
the action of these raw materials during the general 
commodity price recession in April. Few major com- 
modities, it was pointed out, had shown as much com- 
parative strength as had hides and skins during a period 
of price unsettlement. 

Carl F. Danner, Chairman of the Board, said: 

“For years, and you can take almost any period of 
years you like beyond five years, this industry has out- 
done all of the hopes of the socialists, fascists, and 
even the communists in pure altruism to its customers 
and mankind. No managed economy could have pre- 
vided leather at so cheap a cost. Year after year we 
have made important improvements in our product, 
and even throughout the depression have given almost 
continuous employment to a large number of people, 
dependent upon this industry. Just lately we have lived 
up to the pledge in our charter of ‘benevolent and 
patriotic service to our government’ by providing for, 
in fact, insisting upon the sale of government hides to 
ourselves at very high prices, twice or perhaps three 
times more than we would originally have had to pay 
for them. 


PROFITS TAX GRAVE INJUSTICE 








~ 
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TO TANNERS 


Unreasonable and Grossly Unfair in 
Its Application to Leather Industry, 
President Danner, of Council, Points 
Out — Relief Sought from Treasury 
Department through New Ruling — 
Annalist Editor Sees Uncertain Price 
Level for Period Immediately Ahead 


CARL F. DANNER 





“Such altruistic practices have carried us to a point 
where our capital has suffered serious depletion. There 
are no great surpluses in the industry which can be 
drawn upon in the event of another depression. Very 
likely the current year will show taxable profits to 
most of the units in the industry, based upon the ‘cost 
or market’ method of accounting demanded by the 
government. But ‘cost or market, whichever is lower,’ 
is not an adequate criterion of true income in an in- 
dustry where large inventories are the rule. 

“Experience has taught us that in a rising market 
inventory profits, based upon cost but not on replace- 
ment, are invariably offset by inventory losses when 
the market turns the other way. A firm which is not 
selling on a replacement basis, and in addition, does 
not earn enough cash profit to pay all taxes including 
the undistributed surplus profits tax, is giving away its 
capital. We should realize replacement cost and, in 
addition, an adequate return on our investment. 

“The very name of the undistributed profits tax sug- 
gests that it should not be applied to tanners. ‘Un- 
distributed profits’ definitely implies profits which can 
be distributed. Every effort is being made by the 
Council staff to get a ruling from the Treasury Depart- 
ment in Washington which will afford tanners some 
relief in this respect. 

“If we are to stay in business on a rising market, it 
is necessary to put anything short of a replacement 
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Consumers Still Benefit from Extraordinary Values in 


Shoes, Economist Shows in Analysis of Price Trends 


profit immediately back into inventory. We cannot 
pass out so many feet or pounds of leather to every 
one of our stockholders, and if we did, we would have 
to stop business. That is exactly what we are expected 
to do under the present interpretation of the tax. This 
procedure, if carried far enough, will eventually lead 
to liquidation and bankruptcy, with losses not only to 
ourselves, but those who are dependent upon us for 
employment.” 


MERRILL A. WATSON, executive vice-president of 
the Council, in summarizing the current situation, em- 
phasized the distinction between hides and skins and 
other basic commodities. “Supplies of most other raw 
materials,” he stated, “can be enlarged through in- 
creased production. That is not the case, however, in 
hides and skins, since animals are slaughtered pri- 
marily for their meat and supplies are therefore prac- 
tically constant. Basic conditions of supply cannot be 
ignored,” Mr. Watson went on to state, “and the facts 
in the leather outlook must be clearly understood.” 
Appraising the position of the leather and shoe indus- 
tries today, Mr. Watson emphasized the necessity for 
an intelligent evaluation of conditions. “We are at 
present in an in-between season, a typical condition at 
this time of the year. These periods are bound to 
occur and must be expected, particularly, following a 
leather buying movement of such unusual proportions 
as developed in the past few months. In contrast with 
a year ago, when superficially much the same con- 
dition prevailed, unfilled orders on tanners’ books are 
substantially higher, and stocks of leather in the hands 
of shoe manufacturers have been reduced because 
phenomenal shoe production has entailed high leather 
consumption.” Mr. Watson concluded by asserting that 
a calm appraisal of the facts in the leather and shoe 
industries should contribute to confidence in the out- 
look for the remainder of the year. 

E. L. Drew, Statistician of the Council, pointed out 
that while hide and skin prices had reached 1926 levels 
(which was only equivalent to the 1913 level) the 
average factory value of shoes is still about 30 per 
cent lower than in 1926. With reference to shoe pro- 
duction, it was stated that with output in the first quar- 
ter 21 million pairs ahead of the first quarter of 1936, 
volume for 1937 should be highly satisfactory. 

I. R. Glass, economist for the Council, discussed price 
trends and their possible effects upon consumption. 
According to Mr. Glass, consumers are still obtaining 
extraordinary values in footwear, despite the shoe price 
advances already witnessed. In view of the far greater 


gains in consumer income, when compared with retail 
price advances, he believed that consumption of shoes 
and other leather products would remain favorable. 
Expressions of concern as to the effect of prices upon 
consumption were termed premature since “consumers 
are still far ahead of the game.” 

D. W. Ellsworth, editor of The Annalist, whose sub- 
ject was: “Where Are Commodity Prices Headed,” 
said: 

“IT believe (1) that over the longer future, say the 
next five or ten years, the general trend of commodity 
prices will be upward; (2) that the intermediate re- 
adjustment through which we are now passing has not 
necessarily been completed and that in any case the 
immediate outlook, say for the remainder of the year 
is for a further decline or at best a horizontal course 
of the price index. 

“The three currency depreciations which exerted the 
most profound influence on commodity prices were, of 
course, that of Great Britain, most of. which occurred 
in 1931; that of the United States of America,. most of 
which occurred in 1933; and that of France, which 
began in 1936 and is still going on. Hence it follows 
that comparisons of the present level of world com- 
modity prices, for the specific purpose of trying to dis- 
cover the effect of currency devaluation, must be pri- 
marily with the general level of prices at those three 
dates. 


** @ NOTHER long-range influence tending to raise the 
general level of commodity prices is the supply of 
gold. This influence would be more direct and definite 
if the world, or any important portion of it, were on 
the gold standard. As things stand today, there is no 
simple reason why the supply of gold should have any 
direct effect on the price level, because most countries 
are on irredeemable paper standards, and in the United 
States, though we are supposed to be on a new kind of. 
a gold standard, the situation is so vague that nobody 
knows what the standard really is or how it will oper- 
ate over the longer future. 

“There is no doubt that the speculative position of a 
number of basic commodities has been increasingly 
unsound. Some readjustment was inevitable. The 
question of prime importance is whether the recent 
decline represents a technical readjustment in specu- 
lative positions or is the beginning of a cyclical decline 
in commodity prices generally. On the basis of past 
relationships between business activity and commodity 
prices, present indications, in my opinion, suggest that 
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The shoes- illustrated are outstanding open 

toe models from New York stores, in a wide 

price range. The open heel is well rep- 

resented in this group, because on Fifth Ave- 
nue the open heel has sold. 


Question Of 


The questions listed were 
asked of representative style stores throughout 


the country, and their answers summarized. 


IT’S a controversial subject if ever there was one 

. this question of the open-toe shoe. Is it good, 
or bad? Is it a boon . . . or a boomerang? Is it 
selling extra shoes? Is it ruining women’s feet? 
What about it, anyway? 

We overhear women on the bus complaining that 
they “can’t find anything but open toes and they 
wouldn’t be seen with open toes on the street.” On 
the other hand, we know a woman, recognized as an 
exponent of good taste, who has six pairs in six dif- 
ferent colors and has worn nothing else all Spring. 

Miss Sara Pennoyer, fashion promotion director 
of Bonwit Teller, Inc., New York City, at the Shoe 
Fashion Guild luncheon on May 5 at the Biltmore 
Hotel, said: 

“You may raise the point, “Why is it that. open 
toes have swept the country?’ How can it be that 
women can wear open toes and heels that men have 
condemned. Maybe, like red finger-nails and crazy 
hats—it’s because the open toe has ‘comment value.’ 
A woman would rather be the subject of masculine 
conversation, even though she is being criticized, 
than not to be noticed at all. So I think that all 
sorts of crazy shoes have their place for that eet. 
I think that men, being conscious of women’s feet, 
are very apt to comment on their shoes. Even if 
the man says: ‘Why do you do that, to your finger- 
nails or why do you buy that hat?’ nevertheless 
she is at least getting her mead of attention. As 
far as cut-out toes go, they are comfortable and there 


Top to bottom, left hand row: Butterfly front oxford, a 
Spring into Summer success from Wise. Black mesh high 
step-in from Cammeyer, promoted as “cool dark” shoe; 
also in light colors. Important “step-ladder” model from 
B. Altman in wide range of materials. “Gogo” from 
Frank Bros., a Spring number to be carried on in linen, 
black patent, white and colors. Multi-color “Degas” . 
sandal from I. Miller, Fifth Avenue. Adjusting bands of 
elastic-backed leather. Top to bottom, right hand row: 
Swing strap leader from Saks, 34th Street. Black patent 
pump favorite from Franklin Simon; also in Summer 
materials. “Bands of Charm,” a pattern played by J. & J. 
Slater across the board. Indian scarf oxford from Bonwit 
Teller. A Southern success to continue for Summer. 





The Open-Toe S 


is no doubt that we are approaching more and 
more an era of comfort in shoes.” 

So we took the question to a large enough num- 
ber ‘of shoe buyers in style shoes to get a consensus 
of opinion. And the consensus is that open toes 
are a success. The stores who have had difficulties 
with fitting and more difficulties with returns are 
in the minority. Like the Supreme Court decisions, 
the vote is close. Unlike the Supreme Court deci- 
sions, the radicals lead and the conservatives are 
outnumbered. 

The gist of the returns from our survey is in the 
question and answer box. Look it over and see how 
it tallies with your experience. And here are some 
of the remarks that were written at the bottom of 
the questionnaire sheets. (If you have ever sent 
out a questionnaire you know that the off-the-record 
comments are usually the most significant.) 

Well, several stores outside New York remark 
that their open-toe business has been better in their 
lower end business than in their top grades. The 
most emphatic of these remarks comes from that 
most conservative of cities, Boston, where they say 
that open toes for the street have proved disappoint- 
ing in better grades. In New York, where anything 
goes that is new, this has most emphatically not 
been the case. The highest grade of business on 
Fifth Avenue had the greatest success with this 
fashion for all occasions. It would seem that the 
grade in which open toes sell best depends on the 
particular type of clientele in a particular city. 


THEN here’s a merchant who says he has had prac- 
tically no complaints about the discomfort of open 
toes because he had all his salesmen warn the cus- 
tomers in advance. His men explained in making 
sales, that open toes were a high fashion novelty, 
that they should not be worn continuously, that they 
could not be expected to give service or support. 
And it seems that the more his salesmen talked that 
way, the more open toes they sold . . . a student of 
feminine psychology . . . that merchant! 

Many retailers remark that open toe shoes are 
fitted a size wider and a size shorter than regular 
shoes. Several comment that the special last mea- 
surements are necessary for open toe shoes and 
that proper lasts take care of fitting difficulties. 

A retailer who is known for his expert knowledge 
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“Stocking Fit” shoe No. 1 from 

Saks Fifth Avenue—an open toe 

model in Padova’s much talked of 
elasticized leather. 


The QUESTIONS 
and CONSENSUS of Answers 


1—Q. What is the proportion of open-toe shoes to closed- 
toe shoes sold this Spring? 


A. Proportions range all the way from 3 per cent to 
60 per cent (these high figures from the South 


where the season has been longer). Ten per cent 
the percentage named most often. 


. What type of open toe? Small or Large? 


. The universal answer is “small.” 


. What type of open-toed shoes have you sold for 


daytime? Street, Dress, or Country? 
. 25 per cent more sold for dress than for street, in 
stores where all types were sold. Many stores only 


sold them for dress. Country wear developing 
fast. 


. Have customers complained about the fitting prop- 
erties of open toes? 


. 50 per cent of the stores said “no.” 


18 per cent of the stores said “yes.” 
20 per cent of the stores said “a few.” 


The rest said “no more than regular shoes.” 


. What proportions of complaints were about open 
heels as well as open toes? 


. The majority of stores (outside New York) did 
not carry open heels. The majority of those who 
did reported that complaints on open heels were 
much more numerous than on open toes. 


. Do you find that women with narrow feet have 
more difficulty in being fitted? 


. 75 per cent said “yes,” 
12 per cent said “no.” 
The rest said “No more than regular shoes,” or 
“Fitted open toes shorter to get around this diffi- 
culty.” 


. Have you sold any special constructions in stock- 
ings to wear with these shoes? 


. 50 per cent featured lace or mesh toes. 
40 per cent also showed special sandal feet, and 
many of these had both sandal feet and mesh. 


The general feeling is favorable to the open-toe shoe. 
Most retailers very enthusiastic. A few violent dissenters. 


A few still on the fence. 
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ENSIDE and out, your store offers many opportuni- 
ties for inexpensive display and decorative tie-ups to 
assure you getting the most out of National Sport Shoe 
Week promotion. 

Use the slogan freely—“Enjoy this Summer more— 
IN SPORT SHOES”—doing the signs in blue and 
white. Have salespeople wear blue and white lapel 
ribbons, or white ribbons printed in blue “Sport Shoe 
Week.” Show active and spectator sport shoes on 
ledges, in open shelves and in show cases, on green 
“grass.” 

Use blue and white decorations to dress up your 
sport shoe section, shop or department. If you have a. 
smaller store, the entire store can be easily decorated 
with draped bunting, blue and white. 

Where facilities permit, a store or group of stores 
can use a style shoe effectively; where this is not prac- 
tical, various illustrations of Summer costumes in 
women’s magazines can be cut out, mounted on card- 
board, to use with appropriate shoes. As there is a 
typical Summer wardrobe, in colors, in several differ- 
ent popular-priced women’s magazines this idea can 
be used at very low cost. One could even make a large 
panel for a window display background as a setting 
for all types of women’s sport shoes. 

Sport shoe week comes at a time when many people 
may be buying sport shoes for the long Decoration Day 
weekend—but you'll sell more sport shoes by em- 
phasizing “All Summer Long” in displays and ads. 

In addition to increasing immediate sales, your 
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DRESS UP 
YOUR STORE 


by R. E. ANDRUSS 


strong sport shoe promotion will have an influence on 
many who are not now really “Sport Shoe Conscious” 
—and helping to establish in the minds of many that 
your store is a “Sport Shoe Store.” 

Sport Shoe Week is a far stronger promotion for 
you than simply going after regular Decoration Day 
business. 

Throughout your advertising and displays place spe- 
cial emphasis on the wardrobe idea, and “correct sport 
shoes for every occasion of the Summer day and night.” 
These approaches are most likely to help extra pair 
sales, because they tend to impress both men and 
women with the idea that their Summer shoe ward- 
robes should be made up entirely of Summer shoes— 
not left-over Spring shoes with but a fill-in of one or 
two pairs of sport shoes. 

Naturally, the number who can afford completely 
new Summer shoe wardrobes is not large, but those 
who like to do the correct thing will follow the idea 
as best they can, particularly the young women. Even 
though men will probably not respond as completely, 
remember that their interest (and your sales) can only 
be increased by dramatic emphasis on ideas that build 
up their style interest. 

Special attention should be given to displays within 
the store. It is only too easy to do a good promotion 
job in advertising and window displays, and then neg- 








Cover a 4 x 8' panel with interesting fashion pages from 
popular women’s magazines for M June for a . 
el ee ieee yd alge pear 
to the i ippers for i a setting quickly 
% "aa @ Sandie toe Grane. " 


. 





BOOT AND SHOE RECORDER, May 15, 1937 


Sketches and Text Tell How to Do 
It Effectively and Economically. 


FOR SPORT SHOE WEEK ... 


lect the “point of sale” displays that have.so much to 
do with sustaining the customers’ enthusiasm and buy- 
ing inclination. Failure to carry the promotion into 
interior displays and decorations leaves the customer 
with a disappointed feeling toward the whole idea. 


wif HUAN 
ne | i i 


A blue and white striped awning is placed over the ledge 
above the sport shoe stock. A display of sport shoes is 
arranged beneath the awning. 


So take advantage of every opportunity to use the 
clear, cool, blue and white color combination in your 
decorations, and to display, in appropriate settings, 
sport shoes of every description. Use shelves, tables, 

In this striking, yet simple display, the window glass is 

Sadak a UE at aoaes “tama te fares Gs Wa eponing. cases, booths, wagons, low plateaus. Let customers see 
Tilted back, ane cut ive from - ont opening, is the sport shoes everywhere they look in the store. Impress 
big oval panel, covered in green. A sky blue drop cur- . 
tain following the edge of the oval is suspended from the SP jont shoes so thoroughly and completely on their 
ceiling. At the back edge of the oval are attched miniature minds that every time they think of sport shoes, the 
sport figures, and a couple of trees, in color. These can be dramatic display in your store will flash across their 


photographic figures mounted and cut out. Shoes are shown z 
on the oval plateau. minds. 


If you have a good poster 
man handy, or a photog- 
rapher who can get good 
blow-ups, a series of panels 
framing action scenes of 
local sports will make au 
very powerful display for 
Sports Shoe Week. The 
panel frames should be 
sized to fit the posters, and 
made sturdy enough to pre- 
vent warping. Get written 
permission for use of pho- 
tographs of individuals. 
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Speed Up Retailing—Or Else! 


LET us speak in terms of general retail conditions 
rather than in terms of shoes, to indicate the present 
situation at retail. 

Merchandise is piling up in a “dead-end” street 
and three or four weeks’ accumulation is beginning to 
cause distress. Now, the question is—are stores piling 
up merchandise more rapidly than the customer can 
consume it? 

That little touch of Paradise that came to many in 
the “seller’s market” of the first quarter of this year 
is now swinging around into a stubborn “buyer's 
market” that has less freedom of operation because 
goods at retail are bogging down. 

So comes an in-between period of “indecision-itis” 
and unless we have activity, all retailing is in for a 
stale period in the second quarter, instead of the 
strong retail selling period customary in the weeks 
previous to July 4. 

One of the prime causes for this condition of tremor 
in the mountains of made-up merchandise was a state- 
ment made by our President to the effect that the rise 
in price was too rapid for business and the public to 
absorb. The immediate consequence was a drop in 
raw commodity prices in a period of ten days, that 
erased the advances in commodity prices that have 
taken place during the past three months. Three 
weeks ago there was almost the making of a con- 
sumers’ sit-down strike due to the fact that the public 
felt that if the government could make an error in 
its estimates of income (and to correct it Congress was 
shaving all appropriations), perhaps it was about time 
for the public to discount its own ability to make 
money and to shave its own expenditures so as to 
continue operation within its own budget. 

But the merchant mind is a most clever instrument 
for action. It didn’t take long for the bright brains 
at retail to realize that things were not moving toward 
that glorious condition of customers wanting more 
and more things and having the money to pay for them. 
So we see, in the early weeks of May, an in-between 
“sales period” with prices marked down sharply on 
new and wanted goods—all for the purpose of chang- 
ing the incipient buyers’ strike to one of “come and 
get the values.” 

And the public cannot resist the bait and we sensed, 
last Saturday, a return of the flow of customers to 
stores, even though there was no merchant profit in 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


it. For the public to enter a sit-down strike at this 
time is certain to fill that “dead-end” street of in- 
ventory with goods not salable in mid-Summer. 

With fashion in one of its wildest moods, no mer- 
chant feels safe in holding over perishable goods for 
another season or for another Springtime. 

There is no question but that merchants, as well 
as the public, have lost their heads in buying only the 
“extremes” of fashion. But the mischief has been done. 
The public wants something fresh, something new, 
something colorful and will take none other. Some 
shoe stores with sane, sensible, standard footwear have 
been passing through a period of eight weeks of the 
most amazing indifference to their offerings on the 
part of the public. 

The public has turned thumbs down on “what is 
good for it” and walked into stores where the eye is 
pleased, let the feet take the consequences. 

One of the most amazing changes’ has been the 
public yen for high heels. One buyer atthe: Guild 
show inspected a line and was told: “We have these 
patterns also in shoes as low as 20/8.” He repeated 
the words “as low as 20/8”—half in ridicule and 
half in despair because in his store, for at least five 
years, 20/8 would have been considered “tops” and 
then some. 

The whims of women are never mild. If on top of 
this form of “sit down and wait,” the merchant has 
to consider the problem of price, high fashion, com- 
plete change of stocks and a finicky public as well, 
then there is very little of Paradise in contemplation 
for the second quarter of this amazing year. 

But as we said above, the merchant mind is ex- 
ceedingly agile. It can lick a consumer’s buying 
strike by the strategy of a series of sales at bargain 
prices that can tempt the public with something new— 
so that the old is outmoded. 

One point of great importance—and that is: “Where 
has buying power improved most?” In those com- 
munities where industrial wage envelopes have 
been pushed up. There has been a greater average 
increase in payrolls in industrial areas than in the 

[TURN TO PAGE 41, PLEASE] 


BOOT AND SHOE RECORDER, May !5, 1937 


Above, as advertised in the May issue of Vogue. 
These in-stock as well as otbers. 


To Retail from 
$70 2 


Manufactured by 
The J. P. Smith Shoe Company. 


Sangamon and Huron Streets, Chicago 
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SARA PENNOYER 


Fashion Promotion Director 
BONWIT TELLER, Inc., New York City 


COMMENT VALUE 
Of HIGH FASHION 


Shoe Fashion Guild Shows a Great Influence in 


THE Shoe Fashion Guild of America luncheon at the 
Hotel Biltmore on the final day of the show (May 5) 
was one of the finest gatherings of the quality strata 
of industry that has been held. It was significant of 
the new appreciation by the public of the “tops” in 
style, quality and price. As manager W. R. Parrott 
observed—the gathering represented the “cream of the 
trade—all present and accounted for—with only a few 
exceptions,” and the Guild felt highly honored at their 
presence and interest. President George Miller said 
that the prime movers of fashion and footwear were 
gathered in that room and their actions will influence 
the feminine footwear of a nation for the next season. 

As is the custom of the Guild, speech-making is 
limited to a few remarks by the president and the short 
informal talk by the guest of the day. The banquet 
hall of the Hotel Biltmore was filled to overflowing and 
the audience was made more brilliant by the number 
of women—members of the fashion group and active 
in shoe and leather styling, in department store pro- 
motion and in newspaper fashion interpretation. 

President George Miller, who has a most natural 
form of speech-making, said in part: 

“Let us not worry about the consumer’s ability 


Appreciation of Footwear Fashion 


to pay higher prices in the Fall season . . . smart 
styles, wantable fashions will not be denied a fair 
price. I do know this—speaking for the manufac- 
turers—that the costs of materials have gone up, 
labor has gone up, taxes too. . : . All these have 
got to be paid. If the manufacturers of the Guild 
had to figure prices on today’s prices of raw ma- 
terials and what they have to pay, the prices 
would be even higher. We must begin to educate 
the women to pay higher prices. 

We're suffering now because in the past, shoes have 
been sold way out of line. Now we are paying the 
penalty. As you grade up, women will pay the prices, 
if you have the right shoes. From what I hear, the 
manufacturers have done their utmost. They have 
tried to interpret all new trends and ideas for you. 
Knowing the condition of the retailers’ stock and know- 
ing the problem of the past season on deliveries, my 
advice is to get covered early and start selling at retail 
early in the Fall. 

“With the upward trend in demand for quality foot- 
wear, there are not too many manufacturers who can 
make these shoes. The sources are few—so you've got 
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NO WONDER WE COULDN’T KEEP UP 
WITH THE EVER-GROWING DEMAND! 


Already Conformals are the sensation of the shoe industry ~ “HOW EACH INDIVIDUAL FOOT 
... dealers report amazing success in bringing comfort to —_gg Bay 

men and women where all other methods have failed. And Moulds THE PLASTIC INSOLE | 
here’s the revolutionary reason: ae The patented plastic me- 


‘ F a heey cat. terial inside the Plastic 
Conformal’s exclusive Plastic Insole enables = ie). terete hocomes sofy Uke 
each different foot to MOULD the shoe to its LE > anna arse ee 
own individual needs .. . entirely automatically! ae OE | 8008 are put on the feet 
at once and the wearer 
° watks for a few minutes. 

No guesswork. No extra gadgets. No “adjustments.” Each eo 


foot gets the exact individualized support it requires because 5) Sil alia berditc tin talk 

the foot itself shapes its own support. : Be plastic away trom the 
Rie a | three weight-bearing 

No wonder no other shoe in America can match Conformal’s ieee "ae Ceet ae Se 

performance. No wonder our factory was swamped with 

orders! Now production has been stepped up and we can 

handle more accounts. Many franchises with tremendous 

Sg possibilities are still open to responsible dealers. 

or complete information address 


\\ A QI 
AT ath Thatta Thatta thon 
CONFORMAL FOOTWEAR CO. 


conronmal Division of International Shoe Company 
ON 1509 WASHINGTON AVENUE 
ST. LOUIS - MISSOURI 


GX rs 
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We’ve got something 
for you Mr. SHOE DEALER 


wet 





TREAD¢T 


1957 by Jarthan Shoe 


STED 


Jarman put the Airflator shoe 
through the Tread-Test. Men 
walked the models many 
miles, over hard surfaces, and 
proved that the Airflator 
gives greater comfort plus 
miles of extra wear. 








Copyright 1937 by Jarman Shoe Co. 


Airflator IS EASIEST TO SELL 
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Airflator! That’s the name of the finest feeling shoe that man ever 
wore. It is inner-soled with a patented, sponge-like air-filled cushion. 
The instant a man puts on the Airflator he’s sold. Sold because he likes 
the soft glove-like fit that only the new Airflator innersole can give. 
After the first step he’s doubly sold. The soft, spongy, air-filled inner- 
sole gently cradles his entire foot, buoys him up, literally walks him on air! 
No jar, no shock can come through to the foot. The Airflator is pre-flexed, 
pliable, needs no breaking in. Each pair has a built-in leather arch support. 
Tiny air vents in the innersole keep fresh air circulating at every step. A 
steel shank in every pair. These great features are real buying reasons. 
Tell men about them, you’ll sell at first “try on.” Jarman helps bring 
men in for these “try-ons.”’ National advertisements in the Saturday 
Evening Post tell millions of men about the Airflator. No other feature 
shoe will be so well known. Special local store promotional material to 

tie in with Airflator national advertising is ready for you 





now. The Jarman representative will call and show you 
HAVE THE CUSTOMER MAKE THE AMAZING the entire line of Jarman smartly-styled shoes for this 
STEEL-BALL TEST .. + It’s the test that sells! new season. The Airflator is among them. It’s priced to 

_— retail ‘at $6.00. Write JARMAN SHOE COMPANY, 


Nashville, Tenn. Division of General Shoe Corp. 





Jarman Shoes priced to retail at $5 to $7.50 














Place a steel-ball on hard surface—slip an “Airflator” 
shoe on one foot of your customer, Leave his old shoe on 
his other foot. Then ask him to step with body weight 
on the steel-ball—first with his old shoe—then with the 
“Airflator” shoe. He'll instantly feel the difference in 
“Airflator” comfort. 


FRIENDLY SHOE 


™A irflator 
ra. anmuna ron @ 6° 0 















BECAUSE IT’S EASIEST TO SHOW 





WHEN a shoe store window stops traffic, 
it has served its purpose well. The theme, 
as used by Ben Finkelstein, window dis- 
play manager for Ansonia, 34th Street, 
New York City, was an under-sea version 
of the treasure chest. A diver, strands of 
pearls, shoes in pairs on a sanded floor, 
coral sea fans in pastel colors, open shells 
with shoes to carry the idea of the “pearl 
of value,” tropical starfish in colors . . . 
all as a foreground in a perfect setting. 
But the background was something to rave 
about. A deep blue cellophane drape, with 
iridescent tropical fish, with fins and tail 
of gold lace, the remains of a Spanish gal- 
leon in greenish gold stucco, ribbons in 
green and blue to give a seaweed effect 
and bubbles of glass hung on silk thread 
about the window. This scenic setting, 
under strong white light, tells the story 
of how far the modern shoe store will go 
to attract attention to a window. 
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Man, it sure takes that stuff to stay up on top—not only when you've had a wild Brahma 
turned loose under you, but also when you are one of the leaders in your industry. And 
Justin's have their place on top by 58 years of hard work, making quality cowboy boots, 
and dealing square with folks. Justin Boots are now a standard of the West. But when 
it comes to shoes, we got to ride with the other boys and earn our way to the top. But we 
think we got something that'll help us; that’s those 58 years experience, plus correct style, 
plus our skilled workmen—all combined with seasonable materials to make a “real man’s 
shoe.” We hope folks'll soon be saying, “Those Justin shoes are just as good as Justin 
Boots.” We feel that they're good—but you are the real Judge—why not put in this line 


and watch them work for you. Write us Justin Boys today for our new catalog. 


H. J. JUSTIN & SONS, INC., FORT WORTH, TEXAS 
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DO not consider Paris as a fashion dictator, but as 
an originator and an indicator of trends, for Paris does 
not really design for the American girl, but imposes 
the trend of fashion. For instance, for clothes, the 
American girl demands far more than the French girl. 

The Parisienne is completely satisfied with the pic- 
torial effect of the costume and she does display it 
superbly, but the American woman wants clothes that 
adapt themselves to tremendous activity. 

Therefore Paris really serves America best as an in- 
spiration, a creator of ideas rather than actual design. 
This also applies to shoes, and I know from personal 
experience and close observation that a large number 
of new ideas for shoes (new ways of working the 
leather, or handling it; new silhouettes or lines of the 
shoe, colors, leather, ornamentation, type of shoes, etc.) 
originate in our gay city, and I firmly believe that this 
will continue, for the simple reason that in Paris we 
have no such pressure as in America. 

Leisure is always conducive to creation, and then 
too, Paris has so much to draw upon for inspiration. 

The previewing of the dress collections and leather 
goods supply us with many ideas and inspirations, be- 
sides the atmosphere of individuality and individual 
luxury. 

However, these ideas must be readapted in U. S. A. 
to suit the taste of the American girl. 

I am convinced a low-heel shoe when made on the 
proper last, and having the correct lines of design, can 
he made attractive both on and off the foot. 

For general street wear it is my opinion the best 
height is between a 16 and 17/8’s breasted continental 
—for sport wear a 10/8’s heel, but it should be a little 
lighter in appearance than what I have seen here. 

Coming back to the American girl, they have greater 
intrinsic beauty than others. They are stylish and 
know clothes. However, during my visit here, I have 
often wondered why it was that so many of them fail 
to arrest attention in spite of all that. Well, I think 
this is the reason. They lack to a degree that color 
sense which enables a French woman to accent her 
costume . . . to play up her beauty to the best advan- 
tage. Now the femme Francaise uses a brighter make- 
up than the femme American. I like the American 
makeup better, I think, but it does call for a bit more 
color emphasis in the costume. 


Winter Sports: A World Fashion 
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After the American girl has spent so much time in 
assembling her costume, she should go a step further 
and add a cleverly placed ornament, whether a jewel, 
a flower, or a handbag, or a touch of color at the 
throat . . . something to lead the eye up to their 
lovely faces. I am thinking particularly of her Winter 
costumes. Her Summer clothes are gay and colorful. 
but remember what I have just said for next Fall and 
Winter. 

The outstanding conclusions I have come to re- 
garding comparative American and French wo- 
men’s interpretation of fashion is that the Amer- 
ican girl is as conservative in her dress wear as 
the French girl in her shoes, and as eccentrically 
smart in her shoes as the French girl in her 
gowns. However, she should be very careful not 
to overdo it. Just think of what a gorgeous sight 
we would have if both were combined. 

Of course, I believe the explanation is very simple. 
The shoe people in this country are, as far as merchan- 
dising is concerned, just a few steps ahead of the 
clothing industry. 


MY reason for coming to the States was to study and 
learn to understand the American angle of styling and 
merchandising, and manufacturing, feeling it would 
be of great use to me in my work in Paris, . . . which 
today I consider the international center of good taste, 
where America will soon be taking an important place 

. the proof being the great success of American 
shoes in England, . . . the repercussion of which is 
now being felt in Paris. 

While here, I have observed most American women 
wear high heels for all occasions, . . . this makes 
their stride or walking appear ungainly. 

From observation and information I have gathered, 
it appears the reasons so many high heels are worn, is 
because women do not seem to be able to find a low- 
heel shoe that will satisfy their vanity for having attrac- 
tive feet. Most women feel low heels do not flatter the 
foot and ankle, but this is not true. 

For evening wear I feel no definite rule should be 
set and the high heel will continue to predominate. The 
smartly dressed women of Paris try to match the height 
of their dancing partners or escorts. 
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Influence 


What They Demand in the Way 
of Footwear and Why Sports Shoes 
Offer a Wide Field for Future Develop- 
ment in America—Charles Ritz, of the 
Famous Retail Shoe Establishment of 
Enzel, Paris, Who Is a Visitor Here, 
Compares French and American Con- 

cepts of Fashions and Footwear. 


Personally, my pet hobby is sport shoes, and while 
I am constantly sincerely admiring the American shoes, 
if I may say so, I am disappointed with your sport 
shoes. They are antiquated as far as design is con- 
cerned, whereas their construction and comfort is far 
superior to ours. You may be interested to know that 
when a French woman first hears about golf, she im- 
mediately inquires, “what does one wear for it?” You 
explain that a tweed skirt, a gay sweater, woolen stock- 
ings, etc., are the costume and she becomes interested. 
Then and not until then, does she inquire how the game 
is played. Conclusion—she spends more time com- 
bining her dresswear than learning how to play golf. 

Winter sports started in Norway, Sweden, Austria, 
Bavaria and Switzerland, then France. At first, most 
people went to Switzerland and Austria; then many 
hotels and railways were built in France, where Winter 
sports took a very rapid extension within the last three 
years. 


THE Austrians, Germans and Scandinavians took 
them up for the love of sport, and many because they 
were mountain people who loved their mountains. The 
ski costume was greatly responsible for its success in 
France, where they love to dress. In England, also, 
although they love sport, the costume just the same 
pleases them. English also love to dress, and in Winter 
sport hotels where you have enough British you can 
within an hour’s notice organize a fancy dress ball, as 
they always have a costume in their suitcase. 





Page 35 
















CHARLES RITZ, of Enzel, Paris 


Having since their start watched closely the evolu- 
tion of Winter sports, I was surprised to see the great 
speed at which this new interest developed. It has a 
great influence on the conditions of life; especially 
among young people it has opened new spheres. It 
is a great sight to see, during Christmas holidays, the 
vast number of youngsters leaving in their ski clothes 
for Winter sports. Many people in France today either 
split their vacations in two, and take half in Winter 
and the other half in summer, and many go away in 
Winter only. 


FOR youth it is a great thing. First, they learn how to 
love sport. Second, it is excellent for their health. 
Third, parents willingly give their children more 
money for their vacations, knowing their children will 
enjoy real sport and health, and that skiing will keep 
them away from bars and drink. It is not possible to 
carry a bar along when you go up and down the steep, 
snowy mountain slope. Besides, if you drink when 
skjing your legs will refuse to work. 

For Winter sports and skiing especially, we need two 
types of footwear—ski boots and rest shoes. Most of 
us have never worn shoes that lace over the ankle. 
When we bend our ankle, it expands, and a high lace 
boot then creates a pressure on our ankle which rapidly 
causes pain, especially if the pleats of the tongue press 
on the ankle bones. This is mostly due to the fact that 
out ankle is not used to being laced. Therefore special 

[TURN TO PAGE 50, PLEASE] 
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Original 


Promotional 


ideas © a * @ 


@NE of the best, yet most inexpensive ways, of in- 
stilling merchandise ‘appreciation in one’s customers, 
is to make the newly purchased shoes attractive when 
opened at home, says R. P. Schultz, whose Brownbuilt 
Shoe Store is in Riverside, Calif. Nothing does this 
any better than to buy fresh tissue paper, then to care- 
fully wrap each shoe in this paper. This store uses 
blue wrapping paper, so a distinct shade of blue tissue 
papet is used for the shoe wrapping. “Doing this,” 
says Mr. Schultz, “makes the customer believe that the 
store thinks well of the shoes in wrapping them so 
carefully. They, in turn, rate the shoes accordingly. 
We have found that when the occasional return is made, 
the shoes are invariably done up in the same blue 
tissue paper. This shows plainly that they too, are 
doing what they can to keep good shoes just as nice 
as possible.” 


* # * 


THE retail merchants of Salem, Ore., stage annually 
a big buying festival which they call Big Bargain 
Day. The event is widely advertised throughout the 
community by posters and radio, and the combination 
of interesting stunts and real bargains offered by the 
group of merchants brought out a record crowd. 
Each group of merchants staged some special attrac- 
tion, and none gained as much attention as the shoe 
dealers. Their stunt took the form of a girls’ and 
women’s walking race, for cash prizes of $10.00, $7.50 
and $5.00 respectively. The committee advertised in 
advance for entrants, stating that just 72 and no more 
would be accepted—the event being open to any girl 
or woman in the county. It might be thought that some 
difficulty would be experienced in securing so many 
feminine entrants for a long hike, but as a matter of 
fact, the list was closed three days before Big Bargain 
Day, and many more who applied were placed on the 
list of substitutes, in case any of the original 72 failed 
to enter. 
The race last June 23 started at 8:30 in the morn- 
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ing, from the principal business intersection of the 
city, the contestants being started in groups of 12, so 
as not to interfere with each other in the beginning. 
The course lay up and down the principal street, with 
many excursions into side streets and back again, 
crossing the boulevard each time. The idea was to 
give the vast throng of spectators ample opportunity 
to witness the race and the various entrants, and yet 
to keep all the visitors in the downtown area. Running 
or any short cuts were barred. Police and Boy Scouts 
were stationed at short intervals all along the course 
to see that the rules were strictly observed, and also 
that the hikers were not interfered with in any manner. 

“It not only interested the crowd,” said the chair- 
man of the shoe dealers’ group, “but it was fine pub- 
licity for sensible footwear for hiking and outdoor 
exercise. Not one of the entrants wore high heeled 
shoes. Some wore sandals, and many, hiking boots, 
while the remainder appeared in ordinary comfortable 
walking shoes. That the country miss is more accus- 
tomed to walking than is her city sister was proven 
from the fact that the first prize was won by a sturdy, 
freckle-faced girl of 15, from Suver, a country dis- 


‘trict near Salem. She took the lead almost in the 


beginning, and held it throughout the race. A Salem 
girl was close behind her, however, and captured sec- 
ond prize. About half of those who entered completed 
the course, the others dropping out as they became 
fatigued, or saw their hopes of capturing a prize fad- 
ing. The cash prizes were awarded at the starting point, 
before a big crowd, the mayor personally handing 
them out.” 


THE race was finished in ample time to allow the 
contestants and all their rooters to turn their attention 
to the bargains offered in the shoe stores. The shoe 
firms participating in the event were the Price Shoe 
Co., Oregon Shoe Co., Kafeteria Shoe Store, Arbuckle- 
King Shoe Store, Paramount Shoe Store and Vlock’s 
Shoe Store. All of these had cards in their windows 
[TURN TO PAGE 40, PLEASE] 
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SOME START 
AT THE BOTTOM 
0} Se | ae 8) a 

WITH ONLY A 

m1 010) Dn 1D) 2 Wag 


SUCCESS ATTENDS THEIR EFFORTS WITH SURPRISING SPEED 
BECAUSE THE IDEA IS SOUND—APPEALING— BENEFICIAL 


Mr. Ford of motor car fame, Mr. Edison the electrical wizard, 
Mr. Bell who made the telephone possible and others too numer- 
ous to mention, achieved eminence in service to their fellow men, 
by unremitting effort to make the most of an idea. 


KISTLER “BENCH BRAND” SOLE LEATHER 


has the power within it, to improve the position of dealers who 
subscribe to the idea that such fine sole leather attracts and per- 
petuates profitable business. On that idea, the top of the ladder can 
be brought within reach. 





Gee 


) BRAND" SOLES IS ABOUT 13°; 
OF THE WHOLE SIDE. 


FOUNDED - 1840 


{|__| - BOSTON - MASS -) 











Pullovers, left to right, designed by Keyes, Block and Ziniti 


Quaker City Specializes in classics—the 
good black and basic brown which are 
bulwarks of every season’s stock. In kid- 
skin, assure yourself of fine grain, even 


texture and depth of tone. Specify 


Quaker City Coffee Brown 
No. 24 


Quaker City Black Glazed 
or Sitkid 





For such tailored shoes as those illus- 
trated, where clean lines and large, un- 
adorned surfaces display to the fullest 
the quality of the leather, order Quaker 
City Kid. 


QUAKER CITY 
DIVISION 


ALLIED KID COMPANY 
519 West Huntingdon St. . Philadelphia, Pa. 
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_ The Open Toe Shoe 


[CONTINUED FROM PAGE 23] 


of shoe fitting believes very strongly that only a strong, 
firm arched foot should be allowed to buy an open-toe 
shoe. When the bones are weak, the whole foot is 
bound to jam forward into the open space. Unless the 
store uses judgment in selling, he believes, there is 
sure to be bad repercussions. 

Speaking of judgment, it is interesting to note that 
the majority of stores have featured open toes in dress 
types for Spring rather than for the street—although 
many of them will sell open toes for general use in the 
more informal Summer season. There are plenty of 
women all over the country, it seems, who, like the 
ladies we heard on the bus, have their prejudices 
against toe exposure in public. 

A Pasadena retailer tells us that sandals have proved 
so popular with the young trade that their mothers 
want something snappy, too—more than ever. He 
pleads for more smart sandals on low heels with closed 
toes, contending that his resources have put all their. 
thought on the gay young things’ footwear this season 
and forgotten all about the Mammas. Manufacturers, 
please note! 

You note that the small opening is the universally 
accepted open-toe type of the season. The group of 
stores who have had perhaps the most outstanding suc- 
cess with open toes are using openings so small that 
they are barely more than a nick off the end. 

An Omaha, Nebraska, merchant says that the pre- 
vailing full piece vamps are much more satisfactory 
than any crossed leather bands that lie on top of each 
other and constrict and rub the toes. 

While, as we have said, the majority of answers 
were favorable to open toes, remarks about the open 
heel were generally unfavorable. Here in New York, 
the open heel is widely shown and widely sold, but 
the country at large feels differently. Complaints about 
open heels were always more numerous than about toes, 
when retailers had bought open heels at all. But the 
majority of stores, it would seem, have been wary 
about the open back, however willing they might be to 
give the open toe a fling. Enough, they say, is plenty. 
If toes stick out, must heels stick out too? 

It looked to us, as we pored over our questionnaires, 


.as if the open toe would go forward into another Sum- 


mer season after this one, and maybe many more. The 
indications are that its peak of popularity has not yet 
been reached. It will slow down, of course, with the 
Fall, except for extremely formal afternoon and eve- 
ning wear. The possibilities are that it may settle 
down into a fashion classic for the occasions for which 
it is fundamentally appropriate—dress shoes and shoes 
for informal hot weather wear. How long its fashion 
life will be depends very largely upon whether stores 
sell it to the right people for the right occasions. If 
you have anything to offer, on the subject, come on in. 
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BOOMERANG 


Back at you! ...come certain sales you 


thought were all “sewed up”... and... it 


hurts when you know that the customer's 


feet... not the shoes you sold... were to 


blame. Guard yourself against these 


Boomerang Sales by fitting all sensitive 


or calloused feet with Trimfoot. 


rae the world’s largest selling 


poet:t Cot cotd:ted Mbel:to) (Mt: Mee t:fom aet-] 


Your Price 
$600 


Dozen Pairs 


world’s smoothest salesman. Put Trimfoot to r 


work for you 


17-00 aa 00) OF -0 & 


ORDER AFREE SAMPLE 





Retail Price 


$100 


ST. LOUIS, MO. * WALSALL, ENG. 


® 
Canadian Distributors: 


CANADIAN SPECIALTIES, LTD., 


49 Sanford Ave., So., Hamilton, Ont. 


Pick a Growing Community and Give It the Best 


Shoes, an exclusive children’s shop, 
Father and Son, selling men’s shoes 
enly, and a number of specialists in 
women’s shoes such as Joseph’s, Mal- 
ings, Connie’s, Nisley’s, Bata, and 
Burt’s. Other shoe stores are Ben 
Davis who has the Enna Jettick line, 
Florsheim, and Archlock. It is sig- 
nificant that every price group is repre- 
sented. 

While it is true that many of the 
newest shoe stores are of the chain 
groups, selling cheaper shoes, de- 
partment store heads and independent 
merchants have reported no decline in 
business. All have reported a gradual 
climb in sales, traceable to increased 
competition which has brought more 
and more people to the district. 

Mr. Fanning, who has been in 
closer touch with the rise than any 
other merchant, states his store has 
not suffered from increased competition 
or from the invasion of the chains. 
First of all, he points out, the store 
has been there long enough to have 
built up a reputation. Furthermore, 
the store has never featured price and 
never attempts to meet any of the 
other stores on this point. Quality and 
high priced shoes for children as well 
as adults has been a consistent store 


[CONTINUED FROM PAGE 19] 


policy. The store carries no extreme 
shoes but sticks to sizes and correc- 
tive fitting. “Such a policy means that 
we get the ‘hard to fit’ feet, the cor- 
rective work, and some of the quality 
trade,” Mr. Fanning stated, “and the 
rest of the stores share in the other 
trade.” 

Most of the success of the business 
district as a whole is due to a consis- 
tent and constructive system of co- 
operative sales events and advertising, 
sponsored by the Chamber of Com- 
merce. Nearly all shoe stores are 
members and participate in cooperative 
events. Two dollar days are held dur- 
ing the year, one in August and one 
in February. Although all of the shoe 
stores are not able to offer merchandise 
at a dollar they support the promotion 
and offer special sales with real values 
for this one day. 

For the opening of the Summer mer- 
chandise promotion, the Chamber of 
Commerce sponsors an annual May 
Day, publicized throughout Oak Park 
and surrounding territory. Fall open- 
ing is usually built around two days 
known as Appreciation Days in Octo- 
ber. Nearly every year there is a 
Rose Day when each women is given 
a rose in every store she visits. The 


more roses given out the better, and 
merchants carry a good supply. Many 
women go home with more than a 
dozen roses, insignia of a good after- 
noon’s shopping. Gay colored pennants 
and banners decorate the streets and 
store windows for the special events, 
all uniform and supplied through the 
Chamber of Commerce. 

Special cooperative advertising is ar- 
ranged for these events and paid for 
out of members’ dues and contributions 
to the organization. This takes the 
form of special circulars, space in the 
suburban sections of Chicago papers, 
posters in street cars and elevated sta- 
tions, and billboards in nearby com- 
munities. 

One of the most successful promo- 
tional events was held last Christmas 
season. At that time Santa Claus 
arrived via streamlined train over 
the Northwestern railroad at the local 
station. The event was publicized in 
the local press and announced in the 
schools. Children were invited to come 
to the station and meet him and did 
come by the thousands along with 
their parents. They then proceeded to 
local stores where free balloons and 
toys were distributed. Later, local the- 

[TURN TO PAGE 50, PLEASE] 
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ft 
7 Jonapuns 


A Trio of 
Warm Weather Winners 


Summertime is Jodhpur time, and 
O’Donnell Aristocrats again lead 
the way to more profit making 
sales with these new popularly 
priced patterns. 












Ladies’ and Men’s 
Black and Brown 
Kip Gore Jodhpurs. 






Ladies’ and Gentie- 
men’s Brown Kip 
and Calf Cross Strap 
Jodhpurs. 


IN STOCK 


O’Donnells maintain a complete 
in steck service on all types of 
Riding footwear. Write today for 
our new Catalog. 





SHOE COMPANY 


23 North 22nd Street, Humboldt, Tenn. 
New York Office, 525 Marbridge Bldg. 
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O. P. I. 
Original Promotional Ideas 


[CONTINUED FROM PAGE 36] 


telling of the Women’s Walking Race, and displaying 
shoes especially adapted for walking and outdoor 
sports. Pictures of the winners of the race were taken, 
and later displayed by most of the shoe stores. ° 


* * * 


IN the rear of the Roscils Shoe Store in Oakland, 
Calif., is a covered board, four by five feet, which is 
placed on a table at an angle. In Summer it is put to 
good use by having a Cabana awning over it and by 
displaying Summer sandals on the cleats. A yellow 
spotlight, trained on this display, makes it the bright 
spot of the store. Far too many stores have dark look- 
ing rear walls of shelvings. This method of arrange- 
ment gives the entire store a bright appearance. Not 
only that, but it sells plenty of extra pairs of specialty 
tootwear. 

During the opening of the dancing season a show- 
ing of “Formals” brings the young girls down to look 
the styles over, then various types of slippers are 
attractively set out. This open display is as carefully 
planned as the windows are and is never allowed to 
get sloppy or messy. The very brightness of the board 
and the timeliness of the shoes shown bring people to 
the back end of the store to investigate what is being 
shown. This helps in spreading the customers over a 
wider area and in a measure assists in preventing the 
natural front of the store crowding. 


A FINE example of community cooperation with other 
shoe merchants and other apparel shops in the uptown 
shopping district of Chicago was shown this season 
by four shoe stores who joined in a Spring Fashion 
Opening. Cooperating were Feltman and Curme, 4710 
Sheridan; O’Connor and Goldberg, 4616 Sheridan; 
Walk-Over, 4700 Sheridan, and Cutlers, 4746 Sheri- 
dan. All merchants joined in a full page of coopera- 
tive advertising in the local community paper, The 
Uptown News, and helped support a Spring dance for 
shoppers. Special displays of new Spring merchandise 
were arranged in each window. Several of the shops, 
including Feltman and Curme and Cutlers, held guess- 
ing contests in their windows and awarded shoes, hand 
bags, and hose to the winners. Customers were asked 
to guess the lot number of a pair of shoes. The uptown 
shopping center is located about six miles north of 
the Chicago Loop district. 
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Chemistry Comes Into Shoe Trade 

The Du Pont Company gave life to their slogan 
“Better Things for Better Living Through Chemistry” 
in a comprehensive exhibit recently held at the New 
York Museum of Science and ‘Industry. 

At the Formal Opening a Mannequin show presented 





Soles are attached to uppers by a cellulose cement. Fea- 
tured for the cocktail hour are the open-toe sandals, above, 
of suede with heels and alternate straps of kid, and decora- 
tive applique of gun-metal kid. The heels are covered with 
pyralin, a plastic material, which makes them scuffless. 

The open-toe, open-shank evening shoes of black crepe, with 
basket-weave insert and gold trim continue the trend toward 
high-cut step-in styles. 


chemistry’s part in fashion, all the way from cello- 
phane hats to plastic knitting bags. In the shoe field 
the contributions of chemistry to foot wear featured 
shoes with scuffless Pyraheels; and others made of 
washable kid leathers, shoes with cemented soles and 
waterproof beach sandals of Fabrikoid. 


Speed Up Retailing—Or Else! 


[CONTINUED FROM PACE 26] 


large cities where the white-collar class centers. The 
office and salaried worker has not shown the increased 
buying capacity. The wisdom of the hour is to judge 
your business, not from the stock market reports nor 
from the statistical picture, nor from the ballyhoo of 
the inflationists, but rather from the intimate study of 
your own community, your own class of customers, 
your own freshness of stock and your own fairness of 
prices. The important thing is to move goods and to 
move them in time and in tune with the season. 








IN STOCK 


Wartee 
andl 


B2322 White Kid ...... 2.35 
B2324 White Doeskin... .2.35 
66 Last, Round Toe, 
21/8 Continental Heel 


RUBY 


IN-STOCK 


As Above Only 16/8 
Cuban Heel 


B2323 White Kid ....... 2.35 
B2325 White Doeskin. . . . 2.35 
33 Last, Round Toe, 
16/8 Cuban Heel 
AAA to C Widths 





JEWEL 
IN-STOCK 
MULTICOLORED FABRIC 
WHITE PATENT TRIM AND HEEL 


B3370—21/8 High Heel. .2.10 
B3371—16/8 Cuban Heel. 2.10 
AA and B Widths Only o 


RAE 
IN-STOCK 


B2313 White Kid........ 2.35 
B2317 White Patent..... 2.35 
B2319 Blue Patent ...... 2.35 
B2321 Red Patent ...... 2.30 
B5513 White Linen ..... 2.00 
33 Last, Round Toe, 
16/8 Cuban Heel 
AA and B Widths Only 
White Kid and White 
Linen also In Stock in 
High or in Flat Heels. 


SEND FOR A COMPLETE IN-STOCK BULLETIN 
HAVERHILL 


HANNAHSONS = “'mass. 
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UPTOWNS 





ROBERTS -JOHNSONS KY 


Branch of international Shoe 


ST. Louis. MO. . 
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N.S.R.A. Organization Campaign Success 





Reports of Formation of Local Councils Coming to Associa- 
tion Headquarters Daily—Time Limit Extended 
by Directors 


New YorK—The response to the 
call that went forth recently from the 
National Shoe Retailers Association 
for a week of intensive organization 
effort in local communities throughout 
the country proved most gratifying to 
the officers and directors, and reports 
are being received daily at association 





T. ARTHUR COHEN 


Heads Local Council of Shoe 
Retailers in Albany, N. Y. 


headquarters, 274 Madison Avenue, 
telling of the formation of local shoe 
councils. 

The dates for the campaign, as 
originally announced by Executive 
Vice-President L. E. Langston, were 
from April 26 to May 1. At the re- 
quest of merchants in a number of 
towns and cities, however, the direc- 
tors of the association voted at their 
meeting in New York last week to ex- 
tend the time for organization of the 
councils to June 12. Before the latter 
date, it is hoped, local chairmen every- 
where will have had an opportunity 
to get the retailers of their communi- 
ties together for the purpose of form- 
ing such organizations as may seem 
desirable. 

All of this work is a part of the 
plan undertaken some time ago by the 
National Shoe Retailers Association to 
bring about an improved standard of 
shoe retailing and to promote a better 
and more uniform’ understanding 
among the merchants of many matters 


having to do with the service they. 


render to the consuming public. 
Through the close connection between 
the national association and the local 


organizations now being formed in 
many communities, it is hoped and 
expected that the retail shoe trade will 
be one of the most efficiently organized 
of all of the various retail groups 
which serve the public through the 
distribution of merchandise to the ulti- 
mate consumers. 

Among the communities in various 
parts of the country whose shoe mer- 
chants have already effected organiza- 
tion of local councils in accordance 
with the plan of the N.S.R.A. are the 
following: 

Albany, New York. T. Arthur 
Cohen, city chairman. Officers elected: 
T. Arthur Cohen, president; Benjamin 
Rosenberg of Thom McAn, secretary. 

Bridgeport, Conn. J. T. Olinsky, 
city chairman. Officers elected: J. T. 
Olinsky, Jax, Inc., president; Alan 
Patenaude, Thom McAn,. vice-presi- 
dent; Jack Weintraub, John Irving 
Shoe Store, secretary; Martin Schless, 
Martin Shoes, treasurer. 

Parkersburg, West Va. J. W. Mor- 
gan, city chairman. Officers elected: 
H. Herman Marsh, president; J. W. 
Morgan, secretary. Organized a com- 
mittee to study wage and hour legis- 
lation applicable to local conditions, 
etc. 

San Antonio, Texas. E. C. McNeill, 
city chairman. Officers elected: E. C. 
McNeill, Guarantee Shoe Co., presi- 
dent; Wesley Spencer, Woll & Marx 
Co., vice-president; P. E. Winston, 
Thom McAn, secretary. 

Milwaukee, Wisconsin. S. J. Brou- 
wer, city chairman. Group formed, but 
not advised of officers elected. 

Sioux Falls, South Dakota. A. D. 
White, city chairman. Group formed, 
but not advised of officers elected. 

Wichita Falls, Texas. Otho E. 
Evans, city chairman. Held a meeting 
but do not feel the need for a local 
organization, as there are only four 
locally owned shoe stores in city. 

Des Moines, Iowa. T. Frank Jaques, 
city chairman. Held a meeting and 
have a very active group, but did not 
send in list of officers. 


Wisconsin “Little Wagner 
Act” Passed 


MADISON, Wis.—Wisconsin’s “little 
Wagner act” became effective April 15 
with its official publication. The mea- 
sure, fashioned after the federal act, 
appropriates $50,000 a year to finance 
the three-man labor relations board, 
created “to promote equality of bar- 
gaining power between employers and 
employees and diminish the cause of 
labor disputes.” 
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to get your shoes in early or you 
just won’t have them. By the response 
and attendance at this early showing, 
we feel sure the quality field is expand- 
ing —therefore, don’t worry about 
prices; let them take care of themselves. 

“I don’t know what I can tell you 
about the policies of the Guild that I 
haven’t. told you before. It certainly 
is very gratifying to us and it must be 
to you, that the stand we have taken 
during the past three and a half years 
proves that we are definitely on the 
right track. The public wants quality 
shoes. Women want fine shoes and all 
you have to do is to grade up and sell 
as many as you can. Don’t be afraid 
to buy them in sizes. Don’t be afraid 
to promote them—and the better busi- 
ness will come to you. If it doesn’t, it 
will be because you haven’t got the 
shoes and the other fellow has. 

“T want to say on behalf of the 
Guild that we appreciate this wonder- 
ful turnout. It’s inspiring to see all of 
you here. Most of you represent the 
high-grade retail industry of America 
and with your cooperation the Guild 
will outdo itself in beautiful shoes to 
capture the interest and money of the 
women of America.” 

He then introduced Mrs. Sara Pen- 
noyer, Fashion Promotion Director of 
Bonwit Teller, Inc., New York, the 
guest speaker of the day, who said: 

“You all know that when the pro- 
motion department approaches a tech- 
nical subject such as shoes, it must do 
so, hat in hand and humble in heart. 
It’s always been recognized, of course, 
that you shoe merchants and makers 
of shoes have to be something more 
than stylists. You have to be engineers 
because you deal with the problem of 
motion and locomotion. At no other 
point save in the matter of shoes does 
fashion have to consider the laws of 
physics and the principles of dynamics. 
Therefore, I like to think of you as the 
Romans of the fashion business. They 
built their civilization on arches and 
so do you. 

“In building a good pair of shoes you 
have to manufacture something that 
will not only ‘make a woman’s feet look 
well, but will also work in action. An 
enormous amount of craftsmanship has 
to go into your product and most 
women who have ever had the privi- 
ledge of wearing good shoes know this. 

“The average woman would rather 
scant on any other article in her ward- 
robe than on shoes. After all, it is 
strictly up to her whether she pays 
much or little for a coat, a hat or a 
pair of gloves. Wearing a pair of illy- 
fitting shoes, she can endanger her 
health, her poise, her sense of well- 
being. I don’t think any woman has 
ever put on a bad pair of shoes with- 
out an apology to herself, her ego and 
perhaps her husband. She would no 
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more willingly do this than she would 
go to a second-rate doctor or give her 
children bad food. In other words, it’s 
a matter too important to be trifled 
with. And it is because of the common 
acceptance of this fact that the fine 
shoe industry has such strength. 

“Another very important point that 
favors the future of fine shoes is the 
elemental human fact that men have 
always noticed women’s feet more than 
any other part of their anatomy at 
first glance. In your job of ‘shoeing 
the wild mare,’ you have to consider 
that the ‘wild mare’ herself is very 
much influenced by this masculine con- 
sciousness of her feet. 

“When Jean Patou said that he 
judged his mannequins first of all by 
the way they walked and the shoes they 
wore, he was expressing an almost 
universal masculine rule. And remem- 
ber, it wasn’t a glove or a coat that 
Prince Charming fitted to Cinderella. 
It was her slipper. 

“At this point you might ask me 
how I should explain the fact that the 
vogue for open-toe shoes has swept 
the country. And this in the face of 
marked masculine opposition and many 
unkind comments from husbands. Well, 
I think the open-toe sandal has been 
carried on to success along the same 
route whence comes the vogue for 
highly-colored fingernails and crazy 
hats. As with these things, the very 
force of the masculine reaction against 
them, has made for their success. It 
seems to show pretty definitely that 
women prefer contrary comment to 
none at all. In other words, they would 
rather be on the pan and in the spot- 
light at the same time than to pass 
un-noticed. Open-toe sandals have 
raised a perfect fury of controversy 
among husbands in four corners of this 
country, and it is perhaps for this very 
reason that they have flourished. 

“There is, of course, another reason 
for their success. They’re comfortable. 
More and more a woman’s comfort has 
come to be the criterion of a good shoe. 
Which brings me back to my original 
point—shoes have to work as well as 
look pretty. 

“It seems to me that there is a great 
comfort movement afoot. This again 
is the result of masculine influence. 
Men like to see a woman’s feet looking 
pretty, but they are also pretty quick 
to make fun of a woman for wearing 
shoes that make her walk badly. Little 
by little, this has had its effect, and 
in this day of action, a woman who 
runs about and drives her own car must 
have a good-looking shoe that is also 
comfortable. 

“One point that has come to my at- 
tention up there in the promotion de- 
partment, has been this: that the fine 
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Ads Should Tell the News of Shoes 








Rising Price Market Makes Public Eager for Information About 
Values, Prices and Quality, as Well as Style 


THOUGHTFUL retailers are asking 
themselves today: ‘What kind of ad- 
vertising will be most effective in sell- 
ing shoes on a rising market.” To 
answer that question, it is necessary to 
analyze the psychology of the customer, 
that is to say, the mental processes that 
influence him in his purchasing. Of 
course it is obvious that customers do 
not all think alike, or follow the same 


The H. & S$. POGUE Co. 
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WHEW WEATHER SHOES 
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barefeet im the carly opring. You'll love thelr charm 
fing feiveliey, youth and very ret sophintiontion . . . for 
every hour and ocemion, SHOE SALON—STREET FLOOR 


Palter de Live Red Rarth (ond Mock patent) pump...... 12.75 
Paber de Line sucdemtileck and beilliont green....... 1478 
Paher de Line summer Hinew—mbrown, Meck, bie..... 14,75 
Peher de Line patent leather footloose, black......... 128 


This smart newspaper ad not only 

tells the story of the shoes but sug- 

gests to Cincinnati women the types 

of costumes jor which they are 
intended. 


pattern of reasoning to arrive at a 
decision relative to the purchase of any 
article. But they do fall into certain 
distinct classes, with regard to the mo- 
tives which influence them to buy or not 
to buy various kinds of merchandise, 
and the retailer who is able to classify 
and analyze his customers in this respect 
has taken an important first step in de- 
termining the kind of advertising which 
will be most likely to influence them to 
the kind of decision he wishes them to 
make. 

Just as customers differ among them- 
selves as individuals in their buying 
habits, so also do they differ according 
to the times and circumstances in which 
they find themselves. The depression 
brought into play a different set of mo- 
tives and influences than those which 
prevailed in the period preceding, and 





these motives were largely negative in 
character; they tended to discourage or 
limit buying, or to influence it in the 
direction of lower priced merchandise, 
out of the sheer necessity of practicing 
economy that then existed. Naturally 
the advertising of that period was 
planned in large part to overcome buy- 
ing inertia, which probably explains the 
fact that during the depression we wit- 
nessed a period of extensive promotions, 
elaborately planned campaigns backed 
by extensive advertising and spectacular 
window displays to tie in with the ads, 
the purpose being to overcome consumer 
indifference and accelerate the move- 
ment of merchandise. Department stores 
led in this movement and price was very 
often the keynote that was emphasized. 

With the passing of the phase of deep 
depression and the gradual improve- 
ment in retail business, this spectacular 
type of promotion has tended to give way 
to the more normal advertising of mer- 
chandise on its merits, and to the kind 
of ads that describe and illustrate the 
goods, as attractively as possible, with- 
out undue emphasis either upon price or 
upon sensational methods of merchan- 
dise presentation. 

But now we come into another period 
in which the element of price again be- 
comes of very great importance from a 
promotional standpoint, not so much 
because of lack of purchasing power on 
the part of the customers, but because 
of the increase in prices which once 
more is causing consumers to question 
merchandise values, to hesitate before 
buying, if not indeed to offer actual 
resistance. What kind of advertising 
can be relied on to meet the require- 
ments of such a period, and to con- 
tribute to the building and holding of 
consumer confidence in values, without 
which good business is impossible? 


When prices are rising, the consum- 
ing public becomes more interested in 
values and in the quality of merchandise 
—in other words, customers want to 
know what things cost and what they 
are getting for their money. Some re- 
tailers are inclined to dispute this, 
pointing to the fact that sales are in- 
creasing, notwithstanding the upward 
trend of prices. Nevertheless, experi- 
ence has shown conclusively that there 
is always a point at which price resis- 
tance makes itself manifest, and the 
retailer’s job is to foresee this situation 
and forestall it as far as possible. The 
buying public is better informed than 
many retailers believe, not only about 
merchandise and values, but also con- 
cerning the artifices to which retailers 
sometimes resort in an effort to minimize 
the effect of a rising market. Consum- 
ers know that stores not infrequently 
change their lines and price ranges 
under such conditions, and that the 
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standards of values to which they have 
become accustomed therefore become 
meaningless. 

It is a mistake to suppose that the 
great mass of consumers ever accepts 
increased prices gladly, as retailers 
sometimes try to make themselves be- 
lieve. Sheer necessity compels most 
people to be continuously on the alert in 
an effort to get the most for their money. 
Right now most people are perplexed 
and confused about prices and values. 
They want to know, not only what shoes 
cost but what kind of shoes they can 
buy at the prices they are prepared to 
pay. They are tremendously interested 
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An ad that tells a complete shoe 
story in word and picture. 


in values, and value, in this merchan- 
dising sense, means the relationship be- 
tween prices and quality of merchandise. 

The kind of advertising that will get 
the most attention and the most careful 
reading is the kind that answers the 
questions in everybody’s minds and tells 
them what they want to know about mer- 
chandise and values. Informative ad- 
vertising comes back into the picture 
and will have a big play in the next six 
months. There is a wide field for this 
type of advertising in the shoe business. 
Instead of being too general, advertising 
should get right down to brass tacks, 
show pictures of actual shoes, describe 


them and emphasize their best selling 
points, as well as bring out the quality 
features that make them desirable to the 
customer. In short, it should tell a clear 
but pointed story that will answer every 
question in the consumer’s mind about 
the shoes that are being advertised. 

The retailer who wants to do a prac- 
tical selling job through his advertising 
might well plan to devote more attention 
to this informative type of copy and 
illustration this Summer and next Fall. 
Present conditions call for less of the 
dramatized, highly decorative style of 
retail advertising that aims mostly to 
attract attention and build prestige, and 
more of the practical selling kind. That 
doesn’t mean that attractive pictures 
or good layouts are any less essential, 
but it means that instead of being merely 
decorative, they should contribute to the 
practical purpose of helping to tell the 
public what it wants to know about 
shoes. 

To be informative, advertising does 
not need to be dull or uninteresting. It 
should not confine itself merely to an 
enumeration of details about materials 
or construction. Mention these things 
and tell the part they play in making 
the shoe attractive and serviceable, but 
it isn’t necessary to stop there. The pub- 
lic, and especially the younger element, 
is not only interested in shoes as such, 
but in their relation to the styles and 
types of costumes that form the season’s 
fashion picture. Advertising that co- 
ordinates shoes and costumes for various 
eccasions, like the H. & S. Pogue Co. ad 
which is illustrated herewith, is informa- 
tive in the highest degree and it carries 
a sales suggestion that makes it far 
more effective than any mere descrip- 
tion of the shoe. Factual advertising 
includes not only facts about shoes, but 
any facts relating to them, the uses and 
occasions for which they are designed 
and their place in the fashion picture. 

In a period of rising prices, the facts 
about shoe prices play an important part 
in retail advertising. It is not neces- 
sary, however, to keep before the cus- 
tomer the fact that prices are advancing. 
Some stores have carried this too far 
in their effort to “cash in” on the ad- 
vance by warning the public that shoes 
were going up. This kind of price pub- 
licity may bring in a few extra sales to- 
day, but they tend to build consumer 
resistance for the future. Most people 
can “get by” with fewer pairs of shoes 
if necessary, and constantly harping on 
the fact that prices are going up tends 
to make them resolve to do that very 
thing. On the other hand, prices should 
be stated frankly in shoe ads, without 
excuse or equivocation, because, general- 
ly speaking, the price of an article is 
one of the things a customer wants to 
know before purchasing. 

The wise merchant, we believe, will 
strive to the best of his ability to give 
good values in shoes during this trying 
period of readjustment; to adjust his 
price ranges in accordance with the pur- 
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WETHERBY ¢ KAYSER 





One of a series of men’s shoe ads, 
addressed to members of various 
professions, which proved very effec- 
tive in increasing sales of better 
grade men’s shoes for Wetherby- 
Kayser, Los Angeles. 


chasing power of the people who patron- 
ize his store, and, having made sure that 
he is giving honest values, he will then 
tell the world about them in advertising 
that is clear, interesting, concise and 
packed full of the factual information 
that will tend to persuade customers to 
buy. 


Group Window Displays 
Draw Attention 


Cuicaco, ILu.—Dramatic group win- 
dow displays which each week place 
first emphasis on the most seasonable 
merchandise for that time is an out- 
standing feature of the French, Shriner 
& Urner Shoe Store, now in new quar- 
ters at 314 N. Michigan Avenue. The 
shop was formerly located at 230 N. 
Michigan Avenue. 

With increased window space at the 
new quarters three different group ar- 
rangements are carried out. These are 
changed at least once a week and some- 
times oftener. The most important mer- 
chandise from a seasonal and sales 
point of view is placed in the first group 
in the front of the window and those for 
periods farthest away to the rear. Since 
the window is L-shaped and equipped 
with curved glass it may be viewed 
from the side as the customer ap- 
proaches the store entrance as well as 
from the front by the individual passing 
by. At present wing-tips have front 
position, tramper models next, and golf 


and sport shoes third. As the season 
for sport shoes approaches they will be 
moved closer to the front and will be 
worked in with proper accessories. A 
smaller window to the right of the en- 
trance is.reserved for Shriner shoe dis- 
plays exclusively. 

Window lighting at the new location 
has been increased 100 per cent. Black 
carrara glass forms the modern front. 
The interior also has increased and. in- 
direct lighting. In addition to more 
floor space the new shop has 90 feet in 
the rear for storage and service pur- 
poses. Full-length mirrors in rear doors 
complete the decorative scheme. 

The move to the new address was 
made earlier in the year because of 
need for increased space and D. H. 
Bourgerie, manager, reports that be- 
cause of the striking appearance of the 
exterior and interior of the store, busi- 
ness has shown a marked increase since 
opening in their new quarters. 





Shoe Stores Benefit from 
Spring Promotion Stunt 


MapIson, WIs.—In order to promote 
spring business, merchants of the down- 
town area in this city, through the Mad- 
ison Merchants’ Bureau, each year 
prevail upon the two large daily news- 
papers in Madison to sketch the latest 
styles in various shops and to publish 
these sketches, along with a descrip- 
tion of the apparel in yarious editions 
of the papers. 

In every article there is a line of 
copy which asks that interested per- 
sons telephone the Madison Merchants’ 
Bureau if they want the name of the 
store in which these garments were 
sketched. 

A number of well-known shoe re- 
tailers such as Manchester’s, Hills, and 
others have had shoes sketched and 
printed in various newspapers each 
year, and this naturally has stimulated 
business to a considerable extent, in- 
asmuch as styles were gone into quite 
extensively in such articles. 

When people in a city of 50,000 pop- 
ulation become interested in these 
sketches to the extent that they will! 
come downtown to make investigation, 
all downtown merchants profit, say 
shoe store officials, for people will often 
buy other items as well when on such 
shopping tours. 


Cohen Named 
Assistant Manager 

WORCESTER, MAss.—The Empire Shoe 
Company, operating “personal service” 
shoe stores in New York City and 
principal cities throughout the East, 
announces the appointment of Manney 
Cohen as assistant manager of its 
Worcester store, located at 476 Main 
Street. Mr. Cohen has a background 
of 15 years’ experience in the retail 
shoe business and is well known in this 
city, having acted as manager for 
several local shoe stores. 
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Appointed as F édetetion Trustee 





T. Dun Belfield of Philadelphia Represents N.S.R.A. on 
Board, with John Slater as Alternate 





T. DUN BELFIELD 


New YorK—A meeting of the direc- 
tors of the National Shoe Retailers 
Association, held at the Hotel Biltmore, 
May 4, was the occasion for outlining 
the activities of the Association for the 
next six months. President Louis F. 
Tuffly pointed out the results of the or- 
ganization’s work over the past year, 
whereby every state and every city (of 
any size) in the United States has its 
direct N.S.R.A. representation with a 
prominent merchant on call to combat 
unfavorable legislation and to organize 
and protect ethical retail practices. 
Early in June, Executive Vice-President 
L. E. Langston plans to travel to the 
conventions on the Pacific coast and his 
itinerary includes meetings in nineteen 
cities, for the purpose of coordinating 
the N. S. R. A. structure. 

The affiliation of the N. S. R. A. with 
the American Retail Federation was 
made the occasion for the election of a 


JOHN SLATER 


trustee to that national body. T. Dun 
Belfield of Philadelphia was elected to 
be the N. S. R. A. member of the Fed- 
eration Board of Trustees, with John 
Slater of New York as alternate. Man- 
ager L. E. Langston indicated that 
“with the exception of the presidency 
of the association, this post is regarded 
as the most important to which any 
member of the N. S. R. A. can be chosen 
by the directorate.” 

The American Retail Federation will 
hold its annual conference June 3, 4, 5 
for discussion of state and national leg- 
islation affecting retailing. It is the 
first opportunity of the shoe group t- sit 
with the Federation. The subjec: of 
“Retailer-Consumer Relations” is ex- 
pected to have a prominent part in the 
discussions, along with the “Employer- 
Employee Relations” in legislation. 
The Federation has been set up to be the 
voice of all retailing. 





Shoes for the “Career Girl’’ 


Cuicaco, Int. —“The Career Girl 
Knows the Value of a Dollar—She 
Earns It.” That phrase used in news- 
paper advertising and as the basis for 
window promotions has brought an 
entirely new class of trade and addi- 
tional business to the Hanan and Sons 
Chicago store. H. A. Ballentine re- 
ports. Because the business or career 
girl, who is in many cases earning a 
good salary, is still considered an unde- 
veloped market the store created the 
Career Girl shoe. Two windows: are 
used for displays of shoes in this cate- 
gory, most of them selling for $8.75 
and less. Although these shoes are 


high-styled to some extent, most of 
these are in conservative colors, con- 
sidered appropriate for office and busi- 
ness wear. Three groupings are ar- 
ranged in the windows ones for “The 
Career Girl at Work,” featuring busi- 
ness and comfort shoes; “The Career 
Girl at Home,” featuring dress and 
every-day wear shoes; and “The Career 
Girl at Play,” showing sport shoes. Mr. 
Ballantine states that the youthful type 
of shoes are emphasized in this cate- 
gory. He reports that not only has this 
brought new customers in the store for 
this particular type and price shoe but 
has led to purchases of other and 
higher-priced merchandise. 
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*“ Ankle-Hi”’ forms are also available 


“ANKLE-HI” 
THIS SEASON 





FAIRY FORMS 


With open toe shoes so popular, with high 
riding insteps on practically most shoes, 
you absolutely need “Ankle-Hi” Fairy 
Forms for your displays. 


No other shoe form will do full justice to 
the open work shoves that will. set the sell- 
ing pace this summer. “Ankle-Hi” Fairy 
Forms, with their delicate flesh color and 
practical height will diplay your shoes to 
a far greater advantage. Available in stand- 
ard and extra high models for high, med- 
ium and low heel shoes. Either open or 
closed tops. All with the all-fitting toe 
shape. Write today for prices. 
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shoe industry, resting as it does upon 
the combination of brains, practical 
thinking and craftsmanship, has often 
been ahead of the rest of the mode in 
its proposals. Having to prepare your 
line so many months in advance, you 
have automatically got into the habit 
of projecting your minds into the fu- 
ture. This has resulted quite often in 
the shoe industry having arrived at a 
vogue some months before it has come 
to be important in the wearing apparel 
trades. 

“Qne good example of this is the 
great vogue for ‘flats’ which came into 
being about two and one-half years ago. 
Wasn’t this brought in by the very 
fact that you shoe men are good psy- 
chologists? Consciously or unconscious- 
ly, weren’t you sensing the fact that 
women were beginning to have a lik- 
ing once again for very young-looking 
clothes? It seems to me that the clothes 
at this very time, are still full of the 
spirit that the ‘flat’ vogue so patly 
expressed. The schoolgirl dress. The 
neat little suit. The little boy caps. 
And schoolbag handbags. Aren’t all 
these ready-to-wear fashions the crys- 
tallization of a vogue that began with 
the ‘flat’ and the little boy pump with 


the bow? 


“Certainly if shoes do not always 
precede ready-to-wear, they always 
manage to get there on time. Witness 
the rising star of the opera pump, 
arriving to take its place with the cur- 
rent swish for fuller and shorter skirts. 

“When it comes to the accessories 
that accompany ready-to-wear, certain- 
ly it’s obvious that the shoes should be 
the heroine of the entire group. »Per- 
haps, we shouldn’t even consider shoes 
as accessories. They’re far too impor- 
tant. It would probably be better to 
interpret them as being the link be- 
tween the basic costume and the 
smaller things such as gloves and bags, 
belts and flowers. 

“Certainly our work with the co- 
ordination of the entire costume pic- 
ture has taught us that shoes in most 
cases must be the bell-wether that all 
these accessories follow. To some ex- 
tent this is due to the fact that they 
must be ordered so far ahead. Natu- 
rally they lay the groundwork of color 
investigation and leather testing, which 
later may be used in the developing of 
other accessories. 

“In the early days of coordination, 
the shoes were often followed too slav- 
ishly. Often the leather of the shoe 
and a detail of its trim were copied 


exactly in bag and glove. Naturally 
this didn’t work out, as it’s only oc- 
casionally that the actual leather and 
design of a shoe are suitable for other 
accessories, 

“The safest road for us all to follow 
is to be flexible in our coordinating and 
follow you shoe men with intelligence 
and imagination. You set the pace and 
then we must develop other eostume 
touches that harmonize and look well 
with the shoe itself. Often, the glove 
may be in a different leather. Some- 
times in a different color. The bag 
can, very often, be of the shoe leather 
though there are times when I think 
with Kipling that ‘never the twain shall 
meet.’ 

“Certainly your problem and that of 
the maker of fine bags are often quite 
different. But all seems to work out 
well enough, provding the shoe is given 
the center of the stage that it de- 
serves, and the other things are de- 
veloped to correspond. Nothing could 
be more disastrous than to have the 
shoe led by the other accessories. This 
must never happen. 

‘The shoe, by its very nature, by its 
highly developed process of manufac- 
ture, by its craftsmanship, must lead 
the accessory procession. And so I 
say for all of us who are interested 
in the present and future of fine shoes, 
that you have less cause to fear price 
resistance here than most departments 
of fashion. 
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. . » To teach him to look inside 
the toe before he buys — and to in- 
sist upon a firm smoothness in the 
linings that will not break down dur- 


ing wear. 


. « « Celastic Box Toes turn the 
sales resistance of wrinkled toe lin- 
ings into the definite appeal of toe 
comfort by fusing those linings firmly 
— smoothly in place for the life of 


the shoe. 


. . « That's why more and more 


Celastic is going into men’s shoes. 








THE QUALITY 


BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, 
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THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
ONLY 
BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


1636 RANSTEAD ST. 
PHILADELPHIA, PA. 
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39 Chapters § 


$300 


order 


239 West 39th 





Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experien erchant. Not a 

“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the s 
almost the entire retailing field for instant adaptation 
to his requirements. . . . 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Merchandising I 
-E. Ideas 
Ideas That Stores More Attractive 


337 Pages Mailing List Ideas 


2222 ideas, seven for a cent; one used 
‘mit with more than pays for the book 


BOOT AND SHOE RECORDER 


THIS BooK 


theory in the —all 


hoe merchant the best ideas from 


Concise, all “meat,” it is ten 


Street New York, N. Y. 











Profits Tax Grave Injustice 


[CONTINUED FROM PAGE 21] 


though certain sensitive and basic com- 
modities have passed their peak for 
some time to come, it is too early to 
expect the beginning of a cyclical de- 
cline in commodity prices generally and 
that even if downward cyclical influ- 
ences are present, they will tend to be 
partly offset by the longer-range up- 
ward tendencies already mentioned. 

“There is one further element of 
vital importance in the immediate as 
well as the long-run outlook, namely 
currency mangement. There is every 
indication that the world in general and 
this country in particular has got to 
go through a huge experiment in man- 
aged currency. I believe that in the 
back of the President’s mind in his 
recent attack on steel and copper prices 
was the idea that commodity prices 
must be raised to the 1926 level or 
thereabouts and kept there. It is an 
interesting circumstance at any rate 
that whether or- not there was any 
moral justification (whatever that 
might mean) for the recent sharp ad- 
vances in these two commodities, they 
are conspicuous examples of commodi- 
ties that have already gone above their 
1926 levels. 

“These are the principal reasons why 
I believe that although the general price 
level will ultimately go to a higher 


level, the period immediately ahead will 
be one of corisiderable uncertainty and 
readjustment.” 





Winter Sports: A World 


Fashion Influence 
[CONTINUED FROM PAGE 35] 


care should be taken to construct a 
shoe with soft leather around the ankle. 
It should be large enough to hold at 
least two pair of socks, with ample toe 
height in the toe cap. A ski shoe must 
have a flexible sole at the place where 
the toes bend. 

I may conclude that Winter sports 
and skiing will have still a greater suc- 
cess in U. S. A. The danger, the speed 
and thrill this sport offers is best suited 
to the American temperament, and 
cur youth will go wild over it for years 
to come. We must carefully watch the 
evolution of this sport new to us; in 
order to be prepared to profit by the 
further opportunities it will offer to 
our trade. 


Men’s White Shoes Active 


Los ANGELES, CALIF.—“It is about 
a fifty-fifty proposition in regard to 
the way the all white and the brown 


and white shoes are selling this sea- 
son,” reports M. E. Howser, shoe buyer 
in the Mullen & Bluet clothing store. 
“T believe this will hold true in the 
Nettleton shoes all the Summer, while 
in the Selz line, the swing to more and 
more all whites will set in very soon. 
In the crepe soles the grays are selling 
strong right now. Starting along the 
middle of May the whites will take 
the undisputed lead, a position they 
will hold until the sales start to drop 
off at the end of the season in Oc- 
tober.” 

The shoe department in this store 
is to be completely remodeled when 
it is moved to a very desirable loca- 
tion right near the Sixth Street en- 
trance. The department will have 
twice the seating and shelf room as 
enjoyed at present. Increasing business 
made this move necessary. 





Pick a Growing Community 
and Give It the Best 


[CONTINUED FROM PAGE 39] 


aters were thrown open for free per- 
formances. This helped materially to 
get people in the Christmas shopping 
mood early and did much to stimulate 
business in general. 

Like other merchants, most of the 
shoe stores advertise in local papers, 
and operate direct mail campaigns. 
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GENUINE KANGAROO 


TANNED IN AMERICA 


You couldn’t duplicate this picture snapped by a hunter 
in the native Australian “bush,” using any animal but the 
Kangaroo itself. And you can’t duplicate the performance 
of genuine Kangaroo leather with any leather but genuine 
Kangaroo. Not even if you were to call the substitute 
“kangaroo sides,” “kangaroo calf,” or “kangaroo horse.” 
For genuine Kangaroo alone has the collagen fibres that 
make up the “leather” part of its skin so tightly inter- 
laced, instead of lying in layers, that they give the max- 
imum performance of strength and character. Of such 
real importance is this interlacing character of the fibres, 
that genuine Kangaroo is 17% stronger, weight for 
weight, than any other leather. And with that strength, 
Kangaroo is as soft and as pliable as fine kid. It has a 
fine even grain that will take a high, lustrous polish. It 
makes good-looking shoes, shoes that will wear, and shoes 
that bring real comfort and foot happiness to active men. 
That is why Kangaroo has been such a success, such a 
profitable item for shoe retailers in both athletic (the 
heavier grades of kangaroo) and men’s fine dress shoes 
(the lighter grades of Kangaroo). That is why it will pay 
you to sell your customers shoes of genuine Kangaroo. 


SURPASS LEATHER CO. muna 
RICHARD YOUNG CO. sew vor 
ZIEGEL EISMAN CO. sos. 
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Strength and rigidity in shank construction and in wood heel 
attaching are as important to good shoemaking as a proper 
foundation and secure anchorage are to the building of bridges. 








Based upon sound principles, Unishank and permanent G/C | 
Wood Heel Screw combine to promote security in the finished shoe 


These thoroughly tested methods add strength, durability, and 
comfort to the shoe throughout its life. 
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THIS WEEK IN THE SHOE TRADE 


SATURDAY, MAY 15, 1937 


NATIONAL NEWS 








Whites Dominate New York Shoe Windows 
March Production Soars 





Summer Shoes Take Lead in Window Displays as Sale 
Merchandise Goes into Last Week 


New YorK—Summer shoe selling got 
into full swing this past week in New 
York department and shoe stores, with 
the majority of stores pushing their 
white shoes to the forefront in the 
window displays and relegating Spring 
sale merchandise to the background. 

The term “Summer shoes” has taken 
on a broader interpretation this season 
than heretofore. Although a great 
many all-white shoes are being shown 
and sold, Summer shoes present a more 
colorful picture in window displays than 
they ever have before. 

In the women’s field, colorful flower- 
printed linens hold a major position in 
shoe displays from the popular-priced 
shops to the quality stores. Beige linen 
trimmed with brown calf is also prom- 
inently featured by several of the 
Fifth Avenue shops. Then there is the 
coronation influence which is reflected 
in women’s shoes in colorful blues, reds 
and greens. 

Although the season is still too young 
to note any definite trend in shoe sell- 
ing, a survey of the window displays in 
various shoe and department stores of 
the city gives a fairly clear idea as to 
the more important shoes for Summer 
promotion. 

Bergdorf - Goodman is concentrating 
on its Spring clearance sale-with mer- 
chandise selling at considerably reduced 
prices. 

Bonwit Teller is actively promoting 
the sale of Summer and beach wear 
with shoes for the costume displayed on 
and around the mannikins. 

The Shoecraft store presents to the 
passerby an attractive Coronation win- 
dow with flowery printed sandals of 
linen in front position. The shoes are 
attractively displayed on small display 
stands made to represent drums. 

DePinna is showing: an attractive 
sandal of white linen on which a 
flowered motif is carried out down the 
center of the forepart. 

Frank Brothers are showing a novel 
Summer shoe of blue and black fabric 
on which the letters of the alphabet 
are pencil-printed from the toe to the 





DATES TO REMEMBER 


Boston Shoe Fair, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass.....June 1, 2, 3, 1937 

Pacific Northwest Shoe Retailers An- 
nual Convention, Hotel Davenport, 
Spokane, Wash. 

May 30, 31, June 1, 2, 1937 

Ohio Shoe Retailers’ Association An- 
nual Midwest Shoe Fair, Hotel 
Netherland Plaza, Cincinnati, Ohio 

June 6, 7, 8, 1937 

Iowa National Shoe Travelers Associa- 
tion Shoe Fair, Hotel Fort Des 
Moines, Iowa June 6, 7, 8, 1937 

Wisconsin Shoe Retailers Association 
Convention, Plankinton Hotel, Mil- 
waukee June 13, 14 and 15, 1937 


California Shoe Retailers Annual Con- 
vention, Hotel St. Francis, San Fran- 
cisco, Calif. ...... June 14, 15, 16, 1937 


Illinois Shoe Retailers and Travelers 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill...June 20, 21, 22, 1937 

National Leather and Shoe Finders 
Association Annual Convention, 
Southern Hotel, Baltimore, Md. 

June 21, 22, 23, 24, 1937. 


Boot and Shoe Travelers’ Association 

of New York Annual Summer Out- 

ing and Golf Tournament, Karat- 

sony’s, Glenwood Landing, L. I., 
July 15, 1937 


Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
WN ives icon cauuwee July 18, 19, 20, 1937 





heel. Shown with these shoes are color- 
ful sandals, oxfords and step-ins of 
patent and kid in colorful combinations. 

The I. Miller store announce the fact 
that this is the last week of their clear- 
ance sale and display with the sale mer- 
chandise, several shoes of their Summer 
line among which is an attractive shoe 
in various styles, made of black fabric 
accented by white stitching. 

The Regal store presents a colorful 
array of flower-printed sandals of linen 
and linen trimmed with brown’ calf in 
sandalized oxfords and pumps. 





PRODUCTION OF BOOTS, SHOES, AND 
: SLIPPERS, OTHER THAN RUBBER 


| MILLIONS OF 
| PAIRS MARCH, 1937 
ary ; 
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Washington, D. C.—The production of 
boots, shoes and slippers, other than rub- 
ber, during the month of March, 1937, 
reached a new high with an increase of 
31.5 per cent over the corresponding month 
of 1936, according to the latest statistics re- 
leased by the Bureau of the Census, De- 
partment of Commerce. Production fig- 
ures for 1937 have shown a gradual in- 
crease since the first of the year, and in 
March a 16.4 per cent increase was shown 
over the preceding month, February. A 
20.5 per cent increase was shown for the 
first three months of 1937 as against the 
corresponding period last year. 

Men’s shoes, including both dress and 
work shoes, showed an increase of 1,320,- 
515 pairs during March over the preceding 
month, February. For the same period, 
women’s shoes showed a gain of 2,579,230 
pairs, and children’s shoes, including boys’ 
and youths’, misses’ and infants’ lines, 
showed a gain of 786,174 pairs. 





The Andrew Geller store continues 
their sale merchandise in the front win- 
dows with a display of Summer shoes 
in the rear window. Summer shoes in- 
clude all-white shoes in various styles 
and wrap-around sandals in which the 
Coronation influence is carried out in 
blues and reds. 

Winkelman presents “Summer Fash- 
ions In Bloom” with sandals, oxfords 
and step-ins of beige trimmed with 
brown calf. Also a colorful array of 
printed linen sandals in various motifs. 
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Window Display Contest 
for Fortune Dealers 


NASHVILLE, TENN.— To encourage 
dealers’ efforts towards more and more 
attractive shoe windows and an ulti- 
mate greater volume in shoe sales, the 
Richland Shoe Company, division of 
the General Shoe Corporation, here, 
has just sent its Fortune Shoes sales 
representatives back into the field with 
aa nation-wide window display contest 
setup. The contest, built around the 
theme—“Your store front is what you 
pay for. Are you getting the most out 
of your windows?”—has been announced 
concurrently to Fortune Shoe dealers 
through an issue of “Fortune Avenues 
to Profit.” This special dealer contest 
bulletin lists complete rules of the con- 
test, the breakdown on the $585 cash 
prizes to be awarded, suggestions for 
attractive window trims and, in addi- 
tion, the complete story of the Fortune 
Shoe national advertising campaign. 

Rules of the contest, which runs from 
May 1, 1937, to June 30, 1937, call for 
the submission by dealers of photo- 
graphs of their Fortune Shoe windows. 
The photographs entered in the contest 
will be judged on the basis of origi- 
nality, attention value, and the degree 
to which the windows pictured tie in 
with Fortune national advertising. Size 
of the windows, or the elaborateness of 
the displays will not count. Thus a 
small window which does a good selling 
job may place first. 

The grand prize of $300 will go to 
the dealer whose window is judged the 
winner from among all photographs 
submitted, while the window display 
man or clerk dressing the winning win- 
dow will receive a personal prize of $100. 
Second prize will be $100 for the dealer 
and $25 for the clerk who dresses the 
window. Third prize will be $50 for the 
dealer and $10 for the window man. In 
addition, a handsomely finished Fortune 
pyralin shoe horn, with the dealer’s 
name embossed on the handle, will be 
sent to every entrant in the contest. 
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N. Y. Shoe Pecndens! Party Huge Success 





% 





Proof of the success of the beefsteak dinner recently staged by the Boot 


and Shoe Travelers’ Association of New York, is this photograph taken 
during the festivities in the Grand Ballroom of the Hotel Roosevelt. 


New York—One of the high spots 
of a crowded week was the beefsteak 
dinner and entertainment of the Boot 
and Shoe Travelers’ Association of New 
York, tendered to the visiting shoe men 
who were in the city attending the Shoe 
Fashion Guild Showing. The dinner 
was served in the grand ballroom of 
the Hotel Roosevelt on Tuesday eve- 
ning, May 4. 

The attendance at the affair was be- 
yond all expectations of the committee 
with nearly 500 shoe men enjoying a 
good dinner and a fine floor show. 


The country as a whole was well rep- 
resented at the affair with representa- 
tive shoe men from practically every 
state in the Union renewing friendships 
and in general having a good time 
which was the main purpose of the 
party. 

The next function of the association 
will be the annual Summer outing and 
golf tournament to be held on Thurs- 
day, July 15, at Karatsony’s, Glenwood 
Landing, L. I., with golf at the En- 
gineers’ Club in Roslyn. 





Follow-ups on the announcement bul- 
letin will consist of two postal card 
mailing pieces during the two months 
of the contest, and a second issue of the 
“Fortune Avenues to Profit.” 





Returns to Desk 

ATLANTA, GAa.—J. T. Wells, better 
known as “Jim” Wells, is back with the 
Byck Brothers Shoe Company following 
a month spent in Palm Beach, Fla. 


E. C. Brown to Visit France 


Ho.Liywoop, CALIF.—Ear] C. Brown 
and Bruce Williamson, owners of the 
French Booterie, one of the smart shoe 
shops along Hollywood Boulevard, are 
now in New York on a buying trip. On 
completion of this business, Mr. Wil- 
liamson will return to his store duties 
here, while Mr. Brown will continue on 
to Nice, France, to attend the Interna- 
tional Rotary Club convention as a 
delegate from the Hollywood Club. 
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Take Over Last Company 


St. Louris, Mo.—On May 1 Mr. 
Charles F. Hoyt and Charles W. Mar- 
cille, owners of the Western Last 
Company of St. Louis, took over the 
management and ownership of the 
Daetsch & Woodward Last Manufac- 
turing Company, of 1 Main Street, 
Brooklyn, New York. Mr. Hoyt and 
Marcille will continue their active 
management of The Western Last Com- 
pany as well as the Daetsch & Wood- 
ward Last Company, dividing their 
time between the two plants. 

Mr. Hoyt and Mr. Marcille have both 
been connected with the last industry 
for some time, having worked with 
various last concerns throughout the 
country and acquiring their own plant 
in the latter part of 1929. In the past 
eight years these two men have enjoyed 
a steadily increasing and successful 
business and have established a reputa- 
tion as one of the leading last manufac- 
turers. They are both well known 
throughout the shoe trade and have suc- 
ceeded in building up the confidence and 
good will of the shoe manufacturers. 

Both men are now in the East ac- 
quainting themselves with the trade 
served by Daetsch & Woodward and 
also making their plans and arrange- 
ments they think necessary to take over 
the active management of the firm. 


New Shoemaking Process 


SALEM, Mass.— Ernest E. Owens, 
president and treasurer of Owens Shoe 
Co., here, has invented and patented a 
new process of shoe manufacture which 
was offered to the market the latter 
part of 1936. The Osco Process, as it 
is called, involves a light innersole and 
tackless lasting, which allows economy 
of materials and labor and results in 
shoes of greater flexibility than usually 
is associated with any of the standard 
constructions, to which it can be ap- 
plied, with the exception of the hand 
turn. Owens Shoe Co. are now produc- 
ing all of their three lines of shoes on 
the Osco Process; Owens Men’s slippers, 
sold on a makeup basis; Owens Tap 
Dance shoes for women, misses and 
children, which are carried in stock, and 
Owens Nurses’ Oxfords, which are also 
stocked. 


Conformal Steps 
Up Production 


St. Louris, Mo—The Conformal 
Footwear Company, division of Inter- 
national Shoe Co., here, has stepped 
up production on both its men’s and 
women’s lines, according to R. F. Mc- 
Carthy, general manager. 

The exclusive individually-moulded, 
plastic-fitting principle of “Conformal” 
shoes has proven so successful and 
the public acceptance has been so 
rapid that the company has had diffi- 
culty in keeping up with the demand 
for the past several months. However, 
the factories have now been equipped 
for increased production and are rap- 
idly filling orders. 


It GOES to Market Today: 
and Brings Back Tomorrows Market 


NEWFLEX Lenuitt PIGSKIN 


INNERSOLES + COUNTERS +» WELTING 


Porous—Pliable lines? 


In today’s market with advancing shoe 
prices will customers seek less expensive 
Or, when paying more, will they 


expect more? Shoes innersoled with Gen- 


sanannnnne ~ 
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Shape Holding 


uine Newflex Pigskin have loyal and enthu- 
siastic buyers. Newflex Pigskin Innersoles 
combine wear and comfort features that 
build customer satisfaction. They establish 


a reason for paying more and convincing 
reasons for buying more of your shoes. They 
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Durable—No Curl 


are a basis for building foot health and re- 
peat sales. 


May we send samples? 


EDGAR S. KIEFER TANNING COMPANY 
W evabal-Sot-t--t al @ba- bale Wl ae hob tol MiB \/ Bled ablerobal 


Sales Dept.—223 W. Lake St., Chicago. Boston—Lyman P. Gutterson, 42 Lincoln St. Phone, Liberty 1206 
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Additions to Winthrop 


Sales Force 

Sr. Louis, Mo.—The Winthrop Shoe 
Company, Division of International 
Shoe Company, held its semi-annual 


WALTER B. HUETTE, JR. 


sales conference at St. Louis the week 
of April 26, at which time the Winthrop 
salesmen were given the new Fall and 
Winter line. 


Two new men have joined the Win- 
throp organization. Harry C. Moss, who 
has been covering the Pacific Coast for 
Holland Shoe Company, is now carry- 
ing the Winthrop line in Tennessee, 
Kentucky, Georgia, Mississippi, Ala- 
bama, Florida, North Carolina, South 
Carolina, Virginia and West Virginia. 
Mr. Moss comes to Winthrop with a 
wealth of experience in retail and whole- 
sale shoe selling. 

Walter B. Huette is the other new 
addition to the Winthrop sales force. 
Mr. Huette was in the men’s retail shoe 
business for 25 years, being associated 
with his father and brothers in St. 
Louis. At one time he had an interest 
in the Huette-Borquoin Shoe Company, 
manufacturers of men’s shoes in St. 
Louis. Recently he has been associated 
with the Conrad Shoe Company. Mr. 
Huette is traveling Ohio, Indiana, IIli- 
nois, Michigan, Wisconsin and Min- 
nesota. 


Visits New York 


ATLANTA, GA.—George Bomar, who 
recently purchased the ladies’ shoe de- 
partment of the George Muse Clothing 
Company, has left for New York to 
attend the Spring showings. Mr. Bomar 
also travels Southern territory for the 
Blue Ribbon Shoe Makers, of St. Louis, 
producers of “Naturalizer” shoes. 
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Bowling Shoes 








PROFESSIONAL 
BOWLING SHOES 


Men’s Women’s Oxfords 
$2.70 $2.60 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 
Left Foot 
Buckskin Sole 
Rubber Heel 
BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 


















8 8 8 8 8 EE Es Oe 


Carton Labels 


Py Lael a the Pt 


DAVIDSON ALC 


TOLMAN 











Ogden Represents 
Liberty Shoe Co. 


LYNN, Mass.—Clay Ogden, who is 
well known throughout the Middle West 
to the larger trade, is to represent the 
Liberty Shoe Company of Lynn, makers 
of women’s popular-priced novelty shoes 
of the Del-Mac process. 

Mr. Ogden is well known in the shoe 
trade and has a following such as will 
assure him and his house of good bus- 
iness. 

He is to make his headquarters in 
Chicago, traveling the Middle West 
from that point. 
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William C. Reagan, Vice-Pres. 
Of Racine Shoe Mfg. Co. 


RACINE, Wis.—At a meeting of the 
Board of Directors of the Racine Shoe 
Manufacturing Co., held on April 30, 
William C. Reagan was elected vice- 
president to fill the vacancy caused by 
the death of John B. Simmons. The 
many friends of Mr. Reagan in his 
home city and throughout the entire 
Middle West will be pleased to learn 
of this well deserved honor that cli- 
maxes one of the most interesting and 
well-rounded out careers in the shoe-in- 
dustry. 





WILLIAM C. REAGAN 


Mr. Reagan was born in Milwaukee 
before the shoe industry had reached 
that Western city. It remained for the 
Columbian Exposition to inspire his in- 
terest in what was later to be his life- 
work. On a visit to Chicago in 1892, 
he became greatly interested in the 
shoe manufacturing exhibit and lost 
no time in starting his colorful career. 

There he met one of the industries 
best-known figures, Tom Johns of the 
old Goodyear Machine Co. in St. Louis. 
From him he learned the intricacies of 
shoe manufacturing as it was known 
at that time and as a result of his 
early instructions and conscientious ap- 
plication, he soon became known as one 
of the fastest operators on Goodyear 
machines. This company later became 
the United Shoe Machinery Corp. 

Mr. Reagan’s first experience with 
shoe manufacturing came with Kiefer 
Brothers in New Orleans where he 
made their first Goodyear Welt shoes. 
At that time, New Orleans was quite 
a shoe manufacturing center with seven 
factories, which have all since been dis- 
continued. Returning to St. Louis in 
1904, because of the constant threat of 
yellow fever which was then prevalent 
and because of a particular desire to 
visit the St. Louis World Fair, he took 
up his residence in that city, working 
in turn for the Brown Shoe Co., Hamil- 
ton Brown and the old Johnson & Rand 
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Today’s Babies 
Are 


Tomorrow’s Customers 


Many thousands of them, wearing 
Mrs. Day's Ideal mee shoes, are 
—as they grow up—logical pros- 
pects for Flexible Hard Soles 2-8) 
by the same manufacturer. These 
babies represent a powerful ready- 
made market to alert merchan- 
disers of juvenile footwear, for 
which Mrs. Day's specialized line 
of little shoes is "open sesame." 


MRS. DAY’S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 


FLEXIBLE HARD SOLES 
ES 








(now the International Shoe Co.). Here 
he gained a considerable knowledge of 
varied production methods and made 
many of the close friendships and asso- 
ciations that were to endure through- 
out his career. Scattered throughout 
the country today are a host of friends 
who knew Bill Reagan in his early days 
in St. Louis. 

It was not until the turn of the 
century that the shoe industry invaded 
Wisconsin and among the first organ- 
izations to step into the field were the 
Racine Shoe Manufacturing Co. and 
the F. Mayer Boot & Shoe Co. Mr. 
Reagan joined the latter company in 
1911, when the daily output was up to 
8000 pairs and competent, experienced 
executive guidance was sorely needed. 
Mr. Reagan served this company in an 
executive capacity for several years, 
until in 1916 he joined the Weyenberg 
Shoe Manufacturing Co. in charge of 
the Beaver Dam plant where he re- 
mained for two years. 

In 1919, Bill Reagan was called to 
Racine as factory superintendent and 
buyer and there he has found his right- 
ful place in the industry as an invalu- 
able asset to this fast growing organiza- 
tion. With factory output at 600 pairs 
daily in the year of Mr. Reagan’s ar- 
rival, production has gradually in- 
creased on a sound, practical and ef- 
ficient basis until today, Racine Shoe 
Manufacturing Co. is turning out over 
2000 pairs daily. Naturally, to Mr. 
Reagan goes much of the credit for the 
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Novel Introduction of Vitality Fall Line 


St. Louis, Mo.—A novel means was used by the Vitality Shoe Co. in presenting its 
Fall line to its sales force last month at the Statler Hotel, here. 

Following a dinner, a runway was constructed the length of the dining room and 
models actively portrayed the new shoes while C. E. Goodrich, Vitality stylist, described 


each shoe as it appeared on the runway. 


Each model carried a card naming the 


pattern, last and the heel height, so that it was possible at all times for the audience 
to identify the shoes and make notes for their future reference. 





successful operation and steady growth 
of this company and we know that his 
multitude of friends join his close asso- 
ciates in congratulating “Bill” and 
wishing him continued years of suc- 
cess in his new position. 


United Shoe Mfg. Co 
Releases New Fall Line 


St. Louis, Mo.—Sales_ representa- 
tives of the United Shoe Mfg. Com- 
pany, men’s specialty division of 
Brown Shoe Company, met at the Len- 
nox Hotel, here, on May 3 to 6, to 
receive their new Fall line. 

While some adjustments in leathers 
were necessary, due to higher costs, 
United will continue their extensive 
in-stock lines to retail at $4.00, $5.00 
and $6.00 plus a very comprehensive 
service on built-to-specification shoes 
for larger outlets. 

Many new and attractive patterns 
and new lasts were received by the 
United men with considerable en- 
thusiasm with the high spot of the 
meeting coming with the announce- 
ment of the further broadening of 
their PEDWIN “Step-Elator” feature 
shoes and more extensive dealer ad- 
vertising cooperation, details of which 
will be featured in a series of ads to 
appear in the BooT AND SHOE RECORDER 
starting with the May 22 issue. 

Some territory revisions have been 
made and some additions to the United 
sales force are announced in the fol- 
lowing list of men who are now in 
the field with the new line: 

W. N. Comer, Minnesota, Iowa, Wis- 


consin, North Dakota and South Da- 
kota; Harry Newman, Chicago and 
Illinois state; Sam Lawson, North 
Carolina, South Carolina, Virginia 
and Northern Georgia; Blake Reed, 
Kansas, Oklahoma, Nebraska and Mis- 
souri; Morris Rosen, Arkansas, Ten- 
nessee, Mississippi, Aiabama, Georgia 
and Florida; L. O. Sidwell, Ohio and 
New York; H. W. Schueler, Pennsyl- 
vania, Ohio and West Virginia; C. S. 
Taylor, Pacific Coast; W. H. Wade, 
Indiana and Michigan; and C. H. 
Wakefield, Arkansas, Texas and 
Louisiana. 


Dallas to Hold Shoe Show 


DALLAS, TEX.—AII shoe travelers and 
shoe merchants are looking forward 
with much interest to the coming Fall 
style shoe show at the Adolphus Hotel, 
Dallas, May 30, 31 and June 1, 2, 1937, 
sponsored by the Southwestern Shoe 
Travelers Association. 

One of the outstanding features of 
this event will be three style-show 
luncheons and three dinner style shows, 
each day, in the South’s smartest dine 
and dance rendezvous, “The Century 
Room.” Exhibitors are to furnish the 
shoes and the Adolphus Hotel and local 
merchants, models and other wearing 
apparel necessary to make it one of 
the most outstanding style shows to be 
held in the Southwest. 

All shoe travelers are cordially in- 
vited to exhibit. A small fee of $5 
will be charged to exhibitors. In re- 
turn for this they will be permitted to 
furnish shoes for the models to be 
worn in Style Show, a display card for 
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Men's Shoes 
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“HIGHEST GRADE ONLY” 
EAST WEYMOUTH, MASS., U.S.A. 
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Women's Shoes 
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NURSES’ 
OXFORDS 


No. 2000 
Black Kid 
A-D, 2% to 9 
1.85 


cumicna OWENS SHOE Co. 


D> sibs °° ® 28 Goodhue St., Salem, Mass. 











the room, identification card for the 
directory in the lobby, listings in the 
printed program and directory along 
with other outstanding entertainment 
furnished by the Adolphus to make the 
Style Show a decided success. For fur- 
ther information write to D. W. Carl- 
ton, sales manager, Hotel Adolphus, 
Dallas. Tex. 
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Dancing Shoes and Taps 
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ALSO LOWER GRADES 


SCHWARTZ & HERDER, INC., MFRS. | 
70-72 N. 4th St. Phitadeiphia, Po. | 
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WHAT IS IT? 
As fine a leather sole | 
as money can buy... 


plus the extra values 
of waterproofness and | 
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high flexibility . . . 
that's LEATHERPLUS. 
VAN TASSEL LEATHER CO. 


NORWICH, CONN. 
Makers of VAN TAN innersoles 
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Women's Shoes 
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KUSH-IN-EZE 






In 
STOCK 






A division of L, B, Evans’ Son Co, 
WAKEFIELD MASS. 








Showing Fall Line 

ATLANTA, Ga.—Lou Turner, with the 
Walk-Over Shoe Company, Boston, was 
a recent visitor in Atlanta with his Fall 
line of men’s shoes. Mr. Turner is one 
of the first of the salesmen who have 
offered Fall shoes to the Atlanta trade, 
and he reports prospects for business 
as excellent. 
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Beware, Check Passers 


Elizabeth, N. J., Police Department is 
looking for an Edward D. Crane. This 
man represents and presents Masonic, Elks, 
automobile owner’s and operator’s cards, 
etc., in name of J. C. Ricker. 

J. C. Ricker, an employee at the capital, 
Harrisburg, Pa., reports his wallet stolen 
from his apartment in July, 1936. 

Method of operation—Enters store, usu- 
ally a shoe store, purchases best quality 
merchandise, identifies himself as J. C. 
Ricker. Shows potential victim numerous 
cards of identification, presents check 
drawn on local bank made payable to “My- 
self” and endorsed in amount usually $30. 
Checks are not tegular counter’s blanks, 
but are the actual pay-type issued to own- 
ers of checking account. These checks are 
wort ° 
Description—40 to 45 years old, 5’ 10” 
or 11” tall, weighing 155 to 170 Ib. slender 
build, ruddy complexion, light brown or 
sandy hair, American, smooth shaven, 
prominent front teeth—either silver or 
gold filled—hesitancy in speech, wore octa- 
gon-shaped rimless glasses. 

This man has a record in New York City 
and is wanted by Elizabeth, N. J. Police 
Department at present time for passing 
worthless checks. 





N. E. March Shoe Production 
at Record Levels 


Boston, MAss.—The New England 
shoe states, with a production total in 
March of 16,781,601 pairs, continued 
to show a larger net gain over the 
year before than did the industry as 
a whole, with an increase of 33 per 
cent over March, 1936, as compared 
to the increase for the industry as a 
whole of 31.5 per cent, according to 
an analysis made by the New England 
Shoe and Leather Association based 
on statistics released by the U. S. 
Bureau of the Census. This spread in 
production gains is further intensified 
when the three months period, Jan- 
uary-March, is studied, for here the 
increase for the New England shoe 
industry amounts to 26.5 per cent over 
a year ago, as compared to 20.5 for 
the country. 

March shoe production in Massachu- 
setts was 29 per cent greater than for 
March, 1936; in New Hampshire the 
gain was 40 per cent and in” Maine it 
totaled 37 per cent. Massachusetts’ 
March output of 9,388,431 pairs was 
the largest for any state in the indus- 
try. All other shoe states shared in 
the record-breaking production for this 
month, with only Illinois at 22 per cent 
and Missouri at 24 per cent showing 
a net gain over a year ago of less 
than 30 per cent. 

For the three months period, Janu- 
ary through March, 1937, total pro- 
duction in New England amounted 
to 45,265,017 pairs, and was almost 10 
million pairs greater than its output 
in March, a year ago. In this period, 
Massachusetts showed a gain of 24 
per cent, while the gains in Maine 
and New Hampshire were 31.5 and 
27 per cent respectively. 





Gderell 


non-streaking 


FABRIC DYES 














The 
Choice of Dealers 
from Coast to Coast 


NON-STREAKING 
SELF-LEVELING 


ICH in color . . . easily, 

quickly and safely applied 

to Satin, Cotton and Linen. 

Slippers dyed to match the 

own. Your choice of 120 

beautiful shades in the prevail- 
ing mode. 











Ask your jobber for, and 
display, our window card 


announcing this service. 
Also Makers of 


Cinderella Shoe Dressings 


and the famous One-White 
Line of 10 popular items. 


EVERETT & 
ARRON CO. 


Providence 
Toronto @ 
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Invitation to SLUMBER | 


| 


in NEW YORK 


Diections for sound sleep: snuggle be- 
tween the snowy white sheets of any bed 
in the McAlpin... relax upon a deep, soft 
mattress... let its luxury soothe your body 


into refreshing slumber. 


Your COMPLETE comfort was our first con- 
sideration when planning the equipment of 


the beautiful NEw rooms at Hotel McAlpin. 
JOHN J. WOELFLE, Manager 


Hotel M*Alpin | 


The Centre of Convenience 


BROADWAY AT 34th STREET, NEW YORK 





Obituaries 


John Strootman 


BUFFALO, N. Y.—John Strootman, 
‘89 years of age, widely known shoe 
man, former manufacturer and in late 
years operator of an expert shoe fit- 
ting and correctional service, died at 
his home, May 3, after spending nearly 
:all the at work as usual in his shop. 

Mr. Strootman was founder and 
-president of the nationally known John 
Strootman Shoe company, formerly lo- 
cated at Munro and Genesee Streets. 
He operated this factory over a long 
term of years and then sold it to the 
United Shoe company. About 15 years 
ago, he developed the Strootman Shoe 
Fitting system. 

Mr. Strootman always was _ intwr- 
ested in the Buffalo Shoe Retailers 
association and took a lively interest 
in its welfare and activities. Although 
nearly 90 years old, he went with the 
cther retailers in the bus to the state 
convention at Rochester last Summer. 

He took much interest in religious 
affairs and was a member of the guards 
of honor for the past four Catholic 
bishops of Buffalo. He also was a 
member of the board of Our Lady of 
Victory Church and formerly was a 
member of the Park Club and the 
Catholic Club of New York City. 


He is survived by a sister and a 
brother, both of whom live in Buffalo. 


William B. Carhart 


ATLANTA, GA.—William B. Carhart, 
who for many years operated the Car- 
hart Shoe Manufacturing Company in 
Atlanta, died on Thursday, April 22, at 
the age of 72. About fifteen years ago 
he disposed of his factory and became 
connected with the Sherwood Shoe Com- 
pany, of Rochester, New York. He was 
connected with this company at the time 
of his death, but had returned to At- 
lanta about two years ago. Mr. Car- 
hart was a member of the Capitol City 
Club, the Piedmont Driving Club, the 
Masonic Order and the Presbyterian 


Church. 


Walter M. Kennedy - 


ATHOL, MAss.—Walter M. Kennedy, 
55, general manager of the Ansin Shoe 
Co., died in his home here, May 4, 
after a short illness. 

He was a native of Lynn and came 
to Athol from Spencer. He had been 
a resident of Athol and with the Ansin 
Co. for the past ten years. He leaves 
his widow and two sons, Russell F. and 
Milton Kennedy of Athol. 


Advises As to Use of 
Word “Buckskin” 


CHICAGO, ILL.—Now that the Summer 
shoe season is beginning to get under- 
way the Chicago Better Business Bu- 
reau is advising retailers how to describe 
imitation buckskin shoes in advertising 
and window promotions. The Bureau’s 
bulletin states: “Shoes made of calf- 
skin or cowhide and having the appear- 
ance of buckskin may be described by 
such terms as ‘Buck-Finished Calfskin,’ 
‘Buck - Finished Cowhide,’ ‘Nu - Buck’ 
(Cowhide), ‘China-Buck’ (Calf), and 
‘Buck Calf.’ ” They may not be referred 
to merely as “buck” or “buckskin” or 
“Nu-Buck,” the bureau advises. 

Last Summer several advertisers 
were requested to publish corrections 
following failure to properly qualify 
imitation buckskin as such. The bu- 
reau advises retailers that genuine buck- 
skin is sought by some purchasers and 
the public should not be expected to dif- 
ferentiate between the real article and 
other leathers finished to look like it by 
comparing prices or appearances. 

The bureau has found, however, that 
as a whole shoe merchants are accurate 
in advertising and window displays in 
the Chicago area. During a recent sur- 
vey of 250 loop windows reports were 
made on 30 shoe windows and all of 
them found to be accurate. 
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Colorful Window and Counter Cards 


| WITH EASELS 








Size | 1xl4—Printed in two 
colors on eight ply coated 
board with easel on back. ‘ 











6 for $2.00 
10 for $3.00 
ENJOY THIS SUMMER 25 for $6.50 
, More 
wt SPORT SHOES 100 or more at $16 per 100 


























Sell More Sport Shoes this Summer! 


TIE UP WITH 


| NATIONAL SPORT SHOE WEEK 


May 22-29—just before Decoration Day! 


Give your sport shoe sales an extra boost! 


Join with thousands of other good shoe stores that will feature 
National Sport Shoe Week just before the first big summer holiday. 
| Use these colorful showcards for your windows and in your store 
to tie-up with your newspaper ads. In addition to immediate sales 

. you will help to make more folks sport shoe conscious in your com- 
munity. 


— Seine = 1c oe action ee toe 


6 MATRICES 
for $1.50 


This set of matrices for Sport 


REANDRUSS, BOOT AND SHOE RECORDER, 239 W. 39th ST., N.Y.C. 


Please send us......... sport shoe week show cards and......... sets of 
matrices for our advertising. Check (or money order) enclosed—OR— 
Ship COD plus postage. 


| 
. 


Shoe Week advertising includes 
Scie wig eave Gibe a Sine ho> = 7.050 0 oP oa UN ewe WEE Re he eRlarerin NES SIX timely illustrations in prac- 
tical sizes for newspaper use. 
Mats of the Sport Shoe Week 


poster are included. 


MAKE CHECKS PAYABLE 
AND ADDRESS CLEARLY TO BOOT AND SHOE RECORDER 
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Our latest development — Diamond Brand Fast 


Color Eyelets with Aluminum barrels — are now 
available to shoe manufacturers in a wide selec- 


tion of standard colors and sizes. 


These new eyelets merit the consideration of 
manufacturer and retailer alike. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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SALESMAN WANTED 


BUSINESS OPPORTUNITY 


FOR RENT 











The Best Side Line in the Country 
SANDALS & SLIPPERS 


Established trade in Chicago and Texas. Also 
Illinois, Ohio, Kansas, Missouri, Iowa, Wis- 
econsin, Nebraska, Minnesota, Northern Missis- 
sippi, Arkansas and Oklahoma. 


THE GEO. N. COHEN CO. 
81 Reade St. New York City 











ANTED—SHOE SALESMEN to sell popu- 

lar-priced Men’s, Boys’, Misses’ and Chil- 
dren’s shoes for following territories: Pennsyl- 
vania, Connecticut, Maine, New Hampshire and 
Vermont, Virginia and West Virginia, Wiscon- 
sin. Only men with thorough knowledge of 
territory interested in and experience need ap- 
ply. References required. Address F-342, care 
Boot & Shoe Recorder, 140 Federal St., Bos- 
ton, Mass. 





REPRESENTATIVES wanted to carry our 
line of shoe findings and shoe machinery, 
sold to chain stores and jobbers. Good proposi- 
tion: commission basis. Address F-343, care 
Boot & Shoe_ en 239 West 39th Street, 
New York, 


ACTIVE PARTNER 


Haverhill, Mass. manufacturer of ans 


anbe es small investment and become an 
active partner handling sales. 
Address F-339 
BOOT & SHOE RECORDER 
140 Federal St., Boston, Mass. 








POSITION WANTED 





OUNG man with 14 years’ practical shoe 

manufacturing experience, able to install and 
supervise shoe factory cost system, including 
upper leather control and office management. 
Address F-335, care Boot & Shoe Recorder, 209 
S. State Street, Chicago. 





MERCHANTS’ NEEDS 





GALESMEN wanted by manufacturer men’s 
spats—easily and quickly presented, liberal 
commission, good territories. Address F-344, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, Ill. 





LINE WANTED 


G UARANTEED Hotel Showings backed by 
persuasive, intelligent solicitation—the only 
method that wins real respect. All worthwhile 
towns over 8,000 in Illinois, Indiana, Michigan. 
Wisconsin or Minnesota. References. Straight 
commission. Address F-340, care Boot & Shoe 
Recorder, 209 South State St., Chicago, Ill. 








ANTED: Factory line of Women’s Novelty 

Street shoes to retail at $3 to $4. Territory. 
Middle States. Travel out of Chicago. 
dress F-345, care Boot & Shoe Recorder, 209 
S. State Street, Chicago. 





FOR RENT 


STORE ROOM FOR RENT. Suitable for a 
shoe store, modern front, 100% location, only 
one exclusive shoe store in the best town for 
its size in IWinois. Wonderful cogertunts? 
for the right party. Julius Sapiro, tseka 
Illinois. Phone 94 








FOR SALE 


OR SALE—Twelve-thousand-dollar stock of 

footwear. Address F-346, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 














INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 






Roller type device 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 

“\ top. slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm. 





$4:504¢ 


Send your order or write for detail information. 


Special combination offer $25.00 (fluids in- 
pe in above prices) f.o.b. Indianapolis, 
ndiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 








Excellent SHOE STORE ' Location 
in the Heart of 


DOWNTOWN BROOKLYN 
90-98 FLATBUSH AVENUE 


Large Window Displays 
J. B. FRIEDMAN, Inc., 125 W. 45th St., 
N. Y. City BRyant 9-1772 











POSITION WANTED 

















SOME SHOE MANUFACTURER 
CAN PROFITABLY USE 
THIS MAN! 


Has sales experience cover- 
ing road selling—sales pro- 
motion—advertising and 
sales management. Is also 
well versed in styling. 

He is especially well trained 
in the sale of branded and 
feature lines. 

He is well acquainted with 
buyers throughout the coun- 
His record will stand the 
closest investigation, likewise 
his references. 

He will go anywhere and ac- 
cept any position either ac- 
tive selling or inside or one 
that combines the two. 

An interview will quickly 
demonstrate his qualifica- 
tions. Please reply to: 


R. E. SHERRINGTON 
1520 Arlington Ave. 
Columbus, Ohio 























address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
[<= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “ej 


In all other cases each word of the 
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HELP WANTED 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





ANTED Manufacture 
soft and hard sole © 2: The Bium 
Shoe Mfg. Co., Dansville, Y. 


superintendent in 





MERCHANTS NEEDS 





WINDOW TELUS 
Se es ahi 


Composition life size hands, ten 
inches high, porcelain white fin- 
ish—Display hosiery on the 
hand, place shoe over it—Truly 
a unique and timely item—Guar- 
anteed to please. 


ORDER NOW 
SEGALL & SONS 


923 ARCH ST. 
PHILADELPHIA, PA. 

















Railroad Gives Style Show 


Cuicago, Inu.—Correct shoes for 
travel wear or for the vacation at the 
end of the journey were shown in a 
style show as part of the preview cere- 
monies of the Santa Fe railroad’s new 
“Super Chief.” Thirty-three models ap- 
peared in various ensembles and outfits 
in this style show, said to be the first 
ever held on a train. Navy blue shoes 


were shown with one of the most popu- . 


lar outfits, a cape ensemble with navy 
blue blouse and navy blue felt sailor 
hat. Brown shoes were shown with a 
“luxury” number, another cape en- 
semble, this one in sheer wool crepe in 
carioca and trimmed with a deep blue 
fox collar. Best of the show for “sum- 
mery” color was a long flaring coat and 
skirt of powder-blue linen burlap con- 
trasted with a gold turtle neck sweater 
and gold antelope gloves. Blue gabar- 
dines toeless and counterless shoes were 
worn. 


Hickox Buys Store 


INDIANAPOLIS, IND.—George Hickox, 
who has represented R. J. and R. Shoe 
Company, St. Louis, for many years in 
the Central West, has purchased the 
Houser Shoe Store in Garrett, Ind. He 
is a member of the Indiana Shoe Trav- 
elers Association, and lives in Ft. 
Wayne, Ind. 





SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-61 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 
IRVIN BUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














N. Y. Capital District 
Shoe Merchants Meet 


SCHENECTADY, N. Y.—Predictions of 
a good business year were given to re- 
tail shoemen in this section at a dinner 
meeting in the Hotel Van Curler May 5. 

Addressing the Capital District Shoe 
Retailers’ Association, L. E. Langston, 
executive vice-president of the National 
Shoe Retailers’ Association, assured the 
merchants they could expect from 
present indications a volume of business 
that would surpass that of 1936. 

At the same time he urged them to 
keep in mind the probable effect of the 
present attempts by the federal govern- 
ment to forestall a boom market. He 
said he believed the government’s inter- 
vention at this time was an attempt to 
prevent a crash resulting from unwar- 
ranted increases in prices. 

Jesse Adler, official of the national 
association and prominent New York 
city shoe merchant, said that during a 
trip to South America from which he 
has just returned he determined that a 
price rise in the retail price of shoes is 
imminent. 

Mr. Adler said European buying in 
the heavy leather market in the Argen- 
tine is forcing prices up. He attributed 
it to war preparedness measures in sev- 
eral European countries which seem 
certain, he thinks, to force up the price 
of similar leathers intended for Amer- 
ican factories. 

Jesse L. Patton of Schenectady was 
toastmaster. He introduced Mrs. J. H. 
Carroll of Cohoes, president of the local 
association, and T. Arthur Cohen of 
Albany, chairman of the committee for 
the state convention which will be held 
in Albany in the Fall. 

Mason Hall, John B. Kelly and John 


Correct Fitting Is Important 
@ It provides foot comfort which leads to 
repeat sales. Dunde Re-Shaping De- 
vices help you to make the necessary 
fitting adjustments. Write for prices 
and your copy of our descriptive catalog 
DUNDE SHOE RE-SHAPING DEVICES, INC. 
Republic Bidg., 209 S. State St., Chicago, ti. 
Hughston & Rennie, 37-39 Bulwer 8t., 





DUNDE Shoe Re-Shaping Device 


Toronto, Canada 





Meara arranged the meeting. An in- 
teresting discussion period followed the 
talks by Mr. Langston and Mr. Adler. 

Among those from Schenectady who 
attended were Paul Fradwald, Morris 
Kaplan, William Kuhan, James Lind- 
say, Peter Lewandowski, James J. Sul- 
livan, P. A. Currie, Mr. and Mrs. John 
W. Mills, Sampel Miklowitz, James H. 
Littrell and Mrs. Leo R. Manheims, 
William Kent, Frederick R. MacDonald, 
Remi J. Roberts, David C. Hancock and 
Andrew J. Healey, Jr. Others were 
present from Albany, Troy, Amsterdam 
and Cohoes. 


Protest Bill to Limit 


Foot Appliance Sales 


DETROIT — The Detroit Retail Shoe 
Dealers Association has sent a letter to 
members of the State Senate protesting 
against the passage of Senate Bill No. 
275, which would seriously limit the sale 
of corrective shoes and appliances in 
the state of Michigan. This bill, spon- 
sored by chiropodists, would compel 
consumers to pay the chiropodist a fee 
for advice as to where to purchase shoes 
of a health nature, according to the 
protest filed by the Detroit shoe men. 


Operations Started 
at New Plant 


PLtymMouTH, N. H.—The United 
Shank and Findings Corp., a subsid- 
iary of the United Shoe Machinery 
Corporation, has started operations at 
its new plant here. For several months 
this concern has been making prepara- 
tions for the manufacture of wooden 
shanks, erecting a new power plant 
and installing necessary equipment. 
E. R. Laird is the general manager. 
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Information Wanted 


When a merchant has a college band 
come into his store for a number of pairs 
of white boots for marching purposes and 
does not want to pay riding boot prices, 
can you tell us where they can be manu- 
factured? 

Also, who makes shell horsehide work 
shoes for men? A merchant in Nebraska 
wants to know. 

Will anyone having this information 
please write to the Inquiry Department, 
Boot aNnp SHoe Recorper, 239 West 39th 
Street, New York City? 





Maine Retailers to Hold 
June Meeting 


PorTLAND, Me.—The recently organ- 
ized Maine Retail Shoe Merchants’ As- 
sociation have planned a general meet- 
ing of the organization to be held on 
June 20 at which time Lee Langston, 
executive vice-president of the National 
Shoe Retailers’ Association, will talk 
before the assemblage. 

This Maine retail group was organ- 
ized for the express purpose of fighting 
adverse legislation in the state, regulat- 
ing hours and wages and in general, 
to promote good fellowship in the trade 
in this state. Shoe men throughout the 
state have declared themselves in favor 
of the organizing of this group and the 
increasing membership in this new as- 
sociation has proven this fact. It is 
anticipated that at the June meeting, 
over 350 retail shoe men will be mem- 
bers. 

Because of the size of the state, only 
two actual representative meetings of 
the association will be held but R. H. 
Trafton, president of the group, plans 
to form local organizations in various 
towns and cities throughout the state, 
these being based on the central organ- 
ization. 


Small Folder an 
Aid to Shippers 


New York —The Railway Express 
Agency has issued a small folder that 
should be of interest to manufacturers 
who are confronted with the problem 
of fast delivery of samples and of 
stocks to replenish salesmen’s stocks. 
The folder deals with the Air Express 
division of the company and gives much 
important data as to time and price in 
shipping merchandise by this method. 

Copies of the folder will be sent with- 
out cost to persons interested in receiv- 
ing it. 








Nunn-Bush Opens 
in Hollywood 


Ho.LLywoop, Cauir.—The fourth in a 
group of Nunn-Bush shoe stores and 
departments in this section was made 
when the shoe department in Matthless- 
In-Hollywood was opened. L. R. Quist 
is manager. He is a brother of P. D. 
Quist, local manager of all the Nunn- 
Bush interests. 
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# Buying Cpu 


BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa... 2.0.0... cece ccc ccc cece cecccccuce 56 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.............0.00 ccc ceccueuee 57 
COLT-CROMWELL CO., INC., New York City.........0 00. ccc ccc cece cceuceece 59 
CONFORMAL FOOTWEAR CO., St. Louis, Mo...... 0.0.0. ccc ececccceveccuccucucus 29 
ENDICOTT-JOHNSON CORP., Endicott, N. Y......... ccc ccc cc cccccceccuuceuccuee 4,5 
FLORSHEIM Stave CO. Chicago, Me... ccc ckc cc cete bc vcndese outeedleccesnc 12 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo.........0. ccc ce ccc ccccecuccececs 14 
GREEN SHOE MFG. CO.., Boston, Mass........... 000. ccc ce ccc eeccececnees Back Cover 
HANNAHSONS SHOE CO., Haverhill, Mass......... 0.0... ccc ccccccccceccececece 4l 
HOOD RUBBER CO., INC., Watertown, Mass............00ccccceeccccceee Front Cover 
JARMAN SHOE COMPANY, Nashville, Tenn... 0.0.00. cee ccc ccc cece ceecees 30, 31 
JUSTIN, H. J., & SONS, INC., Fort Worth, Tex... 0... ccc ccc cece cecceeccuucees 33 
MANFIELD & SON, LTD., Philadelphia, Pa....... 2.0.0... 0 cece cece cece ctcecenes 50 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass............. 0c ccceccceeeeee 56 
NUNN-BUSH CO., Milwaukee, Wis........... 0... c cece ececceeecececucececs 3rd Cover 
O'DONNELL SHOE CO., Humboldt, Tenn.. 2.0.0.0... cece cece ce cee ce eeccneeceve 40 
Serres wee oa seen, Mae so oes ENA IRE Se 57 
ROBERTS, JOHNSON & RAND, St. Louis, Mo....... 0.0... ccc ccceceececeecees 42 to 47 
SCHWARTZ & HERDER, INC., Philadelphia, Pa............. cece ce eee cceueeceeuees 58 
SOMETHN, Sa Pag ea ee RN Mas oon sic vis sank verbs chevbcseostlvcbete 27 
VAUGHAN-TOWLE CO., Wakefield, Mass............. cc cece cece ceuccececceuuees 58 
UGIRUNE GEE Gg OH TNL, PAO re 5 oo ss 5 boc cic Sic vio se W edo do deb ebeg he ree see betes \ 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO.., Bostin-and New York City... 0.0... ccc ccc ccc cece ecabecccsecees 38 
COLGHIAL TARRGIOR CO), Boston, Mats... 06.56. oc cece ee ice  ce 2,7 
ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass........... 54 
BV APee Sree tn Oe ae GOMIOO EN, Joo oe i ee 10, 
HUBSCHMAN, E., & SONS, Philadelphia, Pa.......... 0.0 cece ce cee eee eee 2nd Cover 
KIEFER, EDGAR S., TANNING CO., Chicago, Ill... 0.0... eee ccc cece eee eee eee 55 
WESTER ES ee Cols BONO, G06. oie eek e ccc ac cs ccccascunccccovublece 37 
SURPASS LEATHER CO... Philadéiphia, Pa... oc cc ccc cc cr cccnccccebeuseocnvescsie 51 
VAN TASSEL LEATHER CO., Norwich, Conn... ......... ccc cece ecu ceececuees 56, 57, 58 
Werereeeny Sree, Ge, PNW VOR HY so ois ic siciiins cans eccrine  svenbecccsbecne 51 
EUIIINUE: MEE MUIVON WAGED Sis caso os 0506 cccbwN co owe Rv & aaebney ii Sabie ALOE 51 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


EVERETT. & BARROW CO... Providence, Bi lai. ihi6 coc oR 58 
SPAULDING FIBRE CO., No. Rochester, N. H........ 00.0.0... cece cece ence ce ee eee 3 
UNITED FAST COLOR EYELET CO., Boston, Mass............ 000 cc ccc cec cece eeeees él 
UNITED LAST COMPANY, Boston, Mass............. ccc ccccceetcceceerssceceuees 6 
UNITED SHOE MACHINERY CORP., Boston, Mass..............000000 cee ee cece 49, 52 


STORE EQUIPMENT AND FINDINGS 


DUNDE SHOE RESHAPING DEVICES, INC., Chicago, Ill........... ccc cece eee eee 63 
SCHOLL: MPG GO ING, Clicage. iii. in i ies. cece aii cccesctces uns 8, 9 
BRE We Bee PCIIO Fa 5 oe ey eee che etna tink enceee ees 63 
I eR PN Og Tie sc os Sao kia Pi ck bbe k ds eew od BN paw 48 
SN on OC, HTMMRDINS, ANGe es of a6 vic in chacdee Ss os Pics bees bom eanreges 62 
WHERE SRPPAPAINT Ste LOUIE, Mids oisic chase S6 Secs Foes eo R EA. HR SATs Lees 39 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City..........0 0.00. ccc cece cece cere eeeueres 63 
HOTEL MeALPIN, New York. City... 2.0... ccc cece tcc c cece en eesereersecvesers 59 
IRVIN RUBIN, New York City....... FREES KIND ae PINS Fel nS 3 AR NEC SERENE SS SP 63 
KIRSCH-BLACHER CO., INC., New York City... 0.0.0.0... ccc cece cece cece ee ceeee 63 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass........ .......005% 56 
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How many shoes have you sold that looked worn 
after a day or two? Probably a good many! But 
now with Compo Welts you needn’t expect your 
customers to pare an ugly rind off the soles — 
because that rind, called a channel, has been 
eliminated. Never anything but a false face for 
stitches, the channel has become as unnecessary 
as a buttonhook. When you sell Compo Welts 
you know they will wear smoothly and evenly. 
Compo Welts in whatever grade you buy them, 
give a snug fit at the arch, hold their shape bet- 
ter and longer and are more comfortable. Their 
smooth, flexible bottoms have extra sales appeal 
in the store, and stay neat and trim throughout 


the long life of the shoe. 
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WELTS 
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“Peely”” 
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YOU HAVE ADEQUATE 














Between these two points is the sweetest 
profit of the white season. Other stores 
have “shot” stocks of white kid shoes. You 
have re-ordered. Your best sellers are 
available in needed sizes and widths. 

You get the vacation business and the 
second white pair sales. Volume business 


















This is where complete re-ordering of 
white LEVOR kid shoes should be made 
... Fight after July 5th, when 2/3 of the 
buying public are just beginning to 
assemble vacation wardrobes. 
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What does the Health Spot Shoe 
Franchise mean to you? 


ENGINEERING 
Enters the Shoe Store 
.... asa basis for 







making money thru HEALTH SPOT SHOES 


SERVICE 


Seven people out of ten in your 
trading radius suffer with some 
form of foot trouble. They walked 
into it in wrong shoes—they can 
walk out of it in right shoes. 


This is the shoe retailer’s 
GOLDEN OPPORTUNITY! 





STANDARD HEALTH SPOT SHOP 
WINDOWS AND FRONT 





HEALTH SPOT SHOES 
have been created after years of 
scientific research to straighten up 
weak feet and to get at the basic 
cause of all foot troubles. 


With the Health Spot Shoe as a 
profitable mark-up unit, plus dealer 
training schools, modernized store 
fronts and interiors, budget control 
and store finance . . . Health Spot 
Dealers enjoy an ever growing cli- 
entele of repeat customers, earned 
through rendering a valuable pub- 
lic service in correcting weak feet. 







Supplemented with the 


educational window  dis- 


° : plays as backgrounds, the 

A few franchises for exclusive standard Health Spot’ window 

Health Spot Shops are available in is a vital factor in creating a 

‘ oe ‘ a professional atmosphere which 

certain cities in the United States serves to build | confidence and 

F P ings window shoppers into the 
with a population of 25,000 to brs : ‘ SUGGESTED FLOOR PLAN FOR 
ad . a STANDARD HEALTH SPOT SHO 


100,000. INTERIOR. 





MUSEBECK SHOE CO. 


DANVILLE, 'LLINnotsS 
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Here’s how to Widen your 
TRADING 








NEW Pittco Store Front... 
modern, inviting and progres- 
sive-looking . . . catches the eye 
of potential shoe customers. Not 
just the potential customers in a 
limited area in your immediate 
vicinity. But prospects from all 
over town. They say, “There’s a 
shoe store I'd like to patronize.” 
And they do . . . even if it means 
coming out of their way. 

The result is a wider trading area 
for you. More customers. Better 
business. Bigger profits. 

Remodel your store with a new 
Pittco Front. Our staff of experts 
will gladly cooperate with you and 
your architect in planning it. And 
so that you'll have complete infor- 
mation ... with pictures, facts 
and figures on many Pittco jobs 

. send the coupon for our free 
book. 


Be sure to see the Pittco Store Front 
Caravan, now on a nation-wide tour. 
Contact our local branch for s 
information as to when it visit 
yourterritory. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for 
your new Pittco Front. Pay 20% 
down, then settle the balance out 








of income. 
PITTSBURGH, 
HERE'S a shoe in Philadelphia, Pa., that presents a modern, inviting face to potential customers, — , ” 
store 
thanks to a new Pittco Store Front. ‘Nod tohaah @ditiamnes the now teat satkasl inteadel Goan eae chars 
the Pittco way : . . and build a better business. Pit Poche a 
2249 Grant Bldg., Pittsburgh, Pa. 





Please send me, without tion, 
our new book entitled “Producing 
P | T T C O ts with Pitteo Store Fronts.” 
wie mel FRONTS ae 

Street 

CARRARA STRUCTURAL GLASS - — STORE FRONT METAL « PITTSBURGH PAINTS 
PITTSBURGH MIRRORS -: PITTSBURGH POLISHED PLATE GLASS * TAPESTRY GLASS (oC... ; 
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IT’S GOOD BUSINESS TO SELL PLUS VALUES 
AND BUILD GOOD WILL 


Boys like Ball-Band Sport Shoes because they are faster — more 
comfortable — longer wearing. Parents prefer them because they 
know Ball-Band builds only the best. Dealers like to handle them 
because plus values mean easier sales — quick turnover — and cus- 
tomer goodwill. Get your share of this highly desirable business. 
Send today for special booklet just off the press. 





in a long list of magazines millions of MISHAWAKA RUBBER & WOOLEN MFG. CO. 
wits are being urged Ball’ ade-mark. 280 Water St., Mishawaka, Indiana 


CODY 
A Sample of BALL-BAND Plus Values 


The picture of the Cody shown below is from an unre- 
touched photograph .. . Customers like the rugged 
NU-TREAD sole; the STA-KLEEN insole; the barred 
toe strip; the substantial feeling, good-looking upper and 
trim; the excellent workmanship. And as an added “plus 
value” the Cody has the perfected cushion arch support : 
illustrated and described at the right. With all this extra Perfected Arch Support 

quality the Cody in mens sizes costs you only 90 cents, A flexible, muscle-building, health - promoting 
in boys sizes 84 cents, less the usual discounts. This sponge-rubber support that (1) raises and supports 
enables you to retail it at a price your customers very _ the heel; (2) provides a cushion support for the 


one ° longitudinal arch; and (3) cushions the metatarsal 
willingly pay when you demonstrate its features. arch. This splendid sales-building feature is avail- 


If you do not now stock the Cody, order sample pairs— able in the Cody shoe illustrated below and in 
or we'll be glad to have our salesman call if you prefer. other shoes and oxfords in the Ball-Band line. 


(All prices subject to change without notice) 








BALLBAND 
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SHOE FASHION HISTORY 


the 
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Pictured here is the shoe fashion news that has made 
manufacturers and retailers alike look forward with 
eager anticipation to a brisk Fall selling season. For 
in combining Cedar Cliff de luxe Peerless Satin with | 
suede a new profit-with-fashion is found! an 
For the coming Fall season make doubly sure the 


Cedar Cliff de luxe Peer- 
less Satin is available in all satin you are using with your suede is Cedar Cliff 
authentic colors of the new 
season, including Carnelian, de luxe Peerless Satin. The inimitable brilliance of 
Araby Green, Burgundy, 
Gun Metal, Brown and this finer fabric will dramatize your suede shoes 
Blue. To be blended with 
similar shades of suede. immensely. And the use of the origination itself— 


Cedar Cliff Satin plus suede—will certainly establish 


your line,—your shop—as definitely in the height 





of fashion. 


I, we THE CEDAR CLIFF SILK CO., INC. 


357 FOURTH AVE. 
NEW YORK CITY 
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nting gala fashions for Fall, 1937. 
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956-Step-In Gore Pump, 942 —Monk Strap in Hombre 
Black Suede combined Suede, 22/8 Heel. 
with Patent Leather, 
22/8 Heel. 
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889—Four Eyelet Oxford in 835-—Black Suede and 
Brown Suede with Patent Leather Front 
Patent Trim, 16/8 Heel. Strap, 16/8 Heel. 


ve. 


968—Red Earth Calf Step-In 712—Side Gore Step-In in 
Pump 15/8 Heel. oo ed Suede, 16/8 
ee 
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ENDICOTT JOHNSON - ENDICOTT.” 
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757-—Black Suede Step-In 746—Gore Step-In in Rust — 
Pump with Patent Leath- Suede, 22/8 Heel. 
er Trim and Piping, 
20%/8 Heel. 


A 
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930—Five Eyelet Oxford in 821-—Open Toe Side Lace 
Red Earth Calf, 1914/8 Pump in Black Suede 
Gen. Leather Heel. with Black Patent Trim, 

22/8 Heel. Ne 





737—Two Strap in Black 646—Side Gore Step-In in 
Suede with Patent Trim, Green Suede, 16/8 Heel. 
17/8 Heel. 


at RAS. 


NEW YORK - EMPIRE DIVISION 
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Lady at Right: 
"Jarvis, you must never leave those horrid pruning 
shears on the walk. Mrs. Van Spoof has tripped on 
them and scuffed her pretty shoes, | have no doubt!" 


She Who Tripped: 

"My deah, you simply mustn’t blame Jarvis for my 
stupidity. Besides, these shoes are of Rosebay 
Willow Calf, and stumbling on things does them no 
harm aft all." 





Lustrous, supple Rosebay Willow Calf has the true 
aristocratic appearance of delicacy, though it is sturdy 
and long wearing. Thus it is the choice of retailers 
who know the wide appeal of the twin qualities of 
smartness and durability. 


Tanners of seventeen style leathers including Rosebay Willow Calf, 
Princess Calf, Ooze Calf, Royal Calf, Cadet Patent, Willow Calf, 
Willow Bag Calf, Empire Sides, Amerigrain Elk, and White Buck. 







HIDE AND LEATHER COMPANY X%sz~ 








ORIGINAL MODELS 


STYLE 
begins in the 


WOOD 


STERLING LAST CORP 
oA me cas Are CCHLO ile Li shioner ‘sof Lasts 


EW YORK CITY 
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THESE NEW BUILT-UP HEEL EFFECTS IN DU PONT “PYRAHEEL” 
HAVE THESE REAL SALES ADVANTAGES: 


Pre “arance— —Light weigh” 
ck or Crack—Unito* 


ERE’S a heel covering that’s sure to jump your 
sales. It’s as smart looking as any heel you’ve 
ever seen. A photographic reproduction of the finest 
leather heels, with the outer surface embossed to 
give it the feeling and texture of leather. 
The finish is absolutely uniform—heels match per- 
fectly. It can’t scuff, check, crack or split—so it stays 
new-looking as long as the shoe lasts. It’s strong and 


Lightness plays an important part in shoe sales. 
After fit, light weight is the first factor in shoe 
comfort. Women find shoes with this new covered 
heel more comfortable to wear and walk in, as well 
as more attractive. 

“Pyraheel” plastic heel coverings are available in 
all sizes and types of heel. Ask your shoe manufac- 
turer for samples and more complete information, 
or write du Pont. 





BUILT-UP HEEL EFFECTS 


StH in SCUFFLESS “PYRAHEEL” 


6. 1. DUPONT DE NEMOURS & CO., INC., PLASTICS. DEPARTMENT, INDUSTRIAL DIVISION, ARLINGTON, NEW JERSEY 
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The quality of Surpass Kid, glazed or suede, black or colors, 
outside or lining stock, is evident on its first entry into the shoe 
factory. It is even more evident in the Finished Shoe in the 
retailer's window—for Surpass Kid is made to improve with work. 
ing. More than half a century of accent on production is respon- 
sible for the uniform, carefully graded excellence of this fine kid. 
Shoes of Surpass Kid offer manufacturer, retailer and customer 


| | altke the standard of leather quality for every price level 


hits a i O. 


Executive Offices in Philadelphia. Tanneries at Philadelphia 
and Ghversville. Branch Offices in New Y. ork, Boston, Cincin- 


nati, St. Louis and Milwaukee. Agencies in London, Paris, 
‘Basel, Milan, Sao Paul, Melbourne and other Foreign Cities. 
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BORN A BEST SELLER... 
FLORSHEIM SHOES ror WOMEN 


When Florsheim introduced women’s shoes just a few years ago, we naturally 
put behind them the experience of nearly half a century spent in making 
fine shoes for men. Behind them, too, was a name synonymous with quality, 
service and dependability. But Florsheim Shoes for Women quickly proved 
that they could make their own way .... by becoming the fastest growing 
line of fine shoes in America. That they still hold that enviable position 


is best proved by the ever-increasing volume of the dealers who sell them. 


TO RETAIL AT $ Oso ank s/)s0 


I nN S t 06. hk 5 THE FANRAY, W-367, IN GENUINE WHITE BUCKSKIN 
WITH TRIM OF TAN CALF. 





